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The Woman’s Magazine’s Guarantee 
To Subscribers 


ADVERTISEMENTS 


The publishers of THE WoMAN’s MAGAZINE use every reasonable 
effort to see that only the advertisements of reliable houses appear in 
its columns. While we cannot undertake to adjust mere differences 
between advertisers and their customers, yet we will make good, in 
Dollars and Cents, the actual loss any subscriber sustains from being 
swindled by any advertiser in our columns. 


The above guarantee to subscribers appears on the edi- 
torial page in every issue of The Woman’s Magazine. 
LEWIS PUBLISHING CO., PuBLisHers. 


Capital, $1,200,000.00, FULL PAID. 








CIRCULATION EACH ISSUE GUARANTEED TO EXCEED 


1,500,000 


going into one out of every ten homes in the United 
States. When we say it GOES INTO one out of every 
ten homes—we mean it. Every copy cIRCULATES. Nota 
copy is WASTED. Each copy goes out in a separate 
wrapper—INTO A HOME. There is no NEWS-STAND 
“SHELF” circulation with THE Woman’s MaGazing. One 
copy, going into one home, is worth more to the adver- 
tiser than a ‘‘ton of waste paper” going into the dump— 
or back to the mill to be re-ground into paper. Buying 
CIRCULATION by the agate line and getting waste paper 
by the TON is expensive business for the advertiser. 
Apv, DEPT., 


THE WOMAN’S MAGAZINE 


ST. LOUIS, MO. 
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C ©) GOLD MARK PAPERS@@ 








(©©) Advertisers value these A eg more for the class and 
Among the old chemists gold 


the mere number of copies print 
the sign ©.— Webster’s Dictionary. 


lity of their circulation than for 
was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are distin 
—— (OO), the meaning of which is explain 


ished from all the others by the so-called gold 


above 
he charge for advertisements entitled to be listed eider this heading is 20 cents a line per week, 





. WASHINGTON, D. C, 
HE EVENING STAR (©©), Washington, D. C. 
Reaches 90% of the Washington ho a 


ILLINOIS. 
ba nay 4 (@ —_. pe r in Chicago re- 
ceiving this ma: pa 'RIBUNE ade being 


satisfactory A 


BAKERS’ HELPER, (@ ©) @ ©), Chicago, only “Gold 
Mark” baking journa Oldest, largest, best 
known. Subscribers in every State and Ter ritory. 


GEORGIA. 
amet, MORNING NEWS (6), Savannah, Ga. 
news rin every sense; with a well-to- 


de ped with many wants and ample means, 
Only morning daily within one hundred miles. 


KENTUCKY. 

THE COURIER-JOURNAL (© ©), Louisville, 
daily, Sunday and weekly. Not only has 
classand quality of circulation, but also quantity. 
While an old and conservative’ newspaper it has 
never lacked progressiveness. It was the first 
eo outside of New York city to introduce the 

rgenthaler linotype machine. .It is carried 
every day of the week on a special train of its 
own to the heart of the wealthy ‘“ Bluegrass 
region,” and has alarger circulation in that 
territory than any other daily. 


i MASSACHUSETTS. 

BOSTON EVENING TRANSCRIPT (@6), estab- 
lished 1830. The only gold mark daily in Boston. 
BOSTON PILOT (©), every aapanteg. Roman 

Catholic. Jas. Jeffrey Roche, edito: 


T*'NORTHWESTERN MILLER 


. Minnea| r year. 
g ing and rade ak oe over Pas world. The 


only “Gold Mork milling journal ( 
NEW YORK. 
THE POST EXPRESS (©©). Rochester N.Y. 
Best advertising medium in this section. 
ENGINEERING NEWS (Q©).—The highest tech- 
nical authority in jourralism.—Brooklyn Eagle. 


HARDWARE DEALERS’ MAGAZINE. 
7 ~~ no issue less than 17,000 
. MALLETT, Pub., 253 B way, N.Y. 


rok NEW YORK TIMES (© ©), ‘Ali the news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 

ELECTRICAL WORLD AND ENGINEER (© 2. 
established 1874; covers foreign and dumestic 
electrical purchasers; largest weekly circulation. 





BUFFALO COMMERCIAL (© Desirable 
because it always produces satis: Recey results, 


CENTURY MAGAZINE (© ¢ @ ©). There area few 

_— in every community who know more 

all the others. These people read the 
CENTURY MAGAZINE. 

NEW YORK LS +e {22 daily and Sun- 
day. Established conservative, clean 
and up-to-date newspaper, es readers repre- 
sent intellect and pure! hasing power toa high- 
grade advertiser. 


OHIO. 
CINCINNATI a UIRER «© Boot a Great—influ- 
ot world-wide fame. t advertians 


medium in owen Middle W: 
information supplied by Beckwith, N.Y "Chicago. 


- PENNSYLVANIA. 
THE PUBLIC LEDGER (©O), the onzy news- 
r admitted into thousands of Philadelphia 
“Philadelphia’s landmarks: Independ- 
= Hall and Public ger.’ Circulation grow- 
ing faster than for 50 years; leader in Finan 

Educational, Book, Real Estate. » Auction, and all 
other classified advertising that counts 


THE PITTSBURG DISPATCH ( », Pittsbens, 
Pa. Delivered in more homes ttsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA, 
THE STATE (OO). Cotambta, 8. C., reaches 
every part of South C Caroli ‘arolina, 


VIRGINIA. 
gy * EL ANDMARK ee 2): bes quantity as 





well as Goes in f the homes in 
Norfolk = 7 cinity. 
WISCON SIN. 


THE MILWAUKEK EVENING WISC a 
(OO), one of the Golden Dozen Newspape 


NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (©©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, fiat rate, 


ONTARIO, CAN, 

LONDON FREE PRESS (© ©), only morning 
noon, evening in Ontario condensed me- 
dium, circulation map and rates on application, 
FREE PRESS PRINTLNG CO., Ltd., London, Unt. 


THE TORONTO GLOBE (oc) 


Canada’s National Newspa) epaper. nited States 
representatives. BRIGHT & TERRE, New Ag 
and Chicago. Sworn circulation exceeds 50. 





nently and frequently. 





Considering that the gold marks (0) are 
diligently sought for by publishers and rarely 
bestowed by Rowell’s American Newspaper Di- 
rectory, it would seem that those who enjoy 
their possession would proclaim that fact promi- 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29 1893. 
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’ NEW ENGLAND AS 4 #_ shoe, clothing and tobacco stores, 
MARKET. haberdashers’ shops, bakeries, 

le music dealers, etc. These statis- 

: “New England for the Advertis- tics are grouped and compared 

; er” is a large book just published with other advertising mediums on 

° by M. Wineburgh & Co., who con- a basis of cost and circulation, and 


trol the streetcar advertising in Mr, Moses makes out a case that 
: that territory. Compiled after a is superlatively strong. 

: year’s work by Bert M. Moses, its The most interesting part of his 
first purpose is to show the cheap- book, however, is found in the 
mess and profitableness of street- pages devoted to New England as 


. car advertising in Boston and New a market. Mr. Moses says’ that in 
. England. Mr, Moses says: all the world there is no market 
Your attention is called in particular so alluring, so desirable, so easy 


to the detailed manner in which we . : 
Se chews ae eieaialon,  Sieame to reach. Its history constitutes a 


4 notice that we have taken it all to pieces series of paradoxes. It is, to be- 

1- and oe = conga 8 oS the gin with, a section devoid of raw 

- top and the bottom. 1s 1s a Te- terials. ee : 

1 cognition of the right of the advertiser perros a ong Pag a 
to know what he gets for his money. We COtton manutactures, yet does no 
believe that in a short time the man grow a pound of cotton; she makes 

by who buys space, whether it in news- / ; 

. papers, magazines, street cars or what- more shoes than all the rest of the 


not, will insist upon being informed in COuntry combined, and still pro- 
ng alien iges Hem we, _ 7 ~ eto she Sage in the 
e is buying. t in, wool industries, yet raises no 
2 oa ef eiserticing of aay kind is go. Sheep; she produces no coal or 
seine demanding more and more trieg have largely to de with these 
. ver s ries have largely to do with these 
that the, books be opened, He want® commodities; all raw materials are 

the string and the paper are removed. brought in, and whem she has 
N Printers’ INK, ve ag an ony; ay Re made up her goods she has to go 
duence, has brought this condition about: outside for her chief markets 

- sincerely and persistently to this end. There is no parallel to this in the 
, ; Ailvertisers are bg mage fe and more United States. New England 
ox Pacwrent ion ior ‘bun a good makes every year over $117,000,000 
many of the circulation liars out of worth of boots and shoes, over 
business. $56,000,000 worth of foundry and 
Each town has a page to itself in machine-shop materials, more than 
this volume. The name of the $22,000,000 worth of paper. Other 
streetcar company iis given, with leading items are: Confectionery, 
the number of cars it runs, the $7,000,000; cordage and twine, $o,- 
number of passengers carried last 600,000; electrical apparatus, $10,- 
year, miles of trackage, population 000,000; jewelry, $10,000,000; lum- 
served by the cars, the mileage ber, $12,000,000; tannery products, 
covered by cars for the past fiscal $26,000,000; printing and publish- 
year, the towns and villages ing, $20,000,000; rubber and elastic 
through which the cars pass, their goods, $14,000,000; slaughtering 
population, and the exact number products, $32,000,000. New Eng- 
of merchants in each place, includ- land has fifty per cent of all the 
ing groceries, drug stores, dry cotton spindles in the United 
goods, general, liquor, hardware, States. She leads all other States 
department, furniture, hat, jewelry, in the woolen industry. She is su- 
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preme in the manufacturing of 
shoes. The making of jewelry is 
far in advance of any other section 
of the country, and the product is 
distributed throughout the world. 
The greatness of New England 
proceeds largely from ‘the little 
State of Massachusetts, whose area 
is only 8,040 square miles. ee 
this limited area there are 2 805,346 
people. This is greater than the 
combined population of the three 
Pacific Coast States of California, 
Oregon and Washington, which 
contain only 2,416,692 people, and 
still have an area nearly forty 
times greater than Massachusetts. 
The last census showed that Mass- 
achusetts had more than 32,000 
manufacturing establishments, rep- 
resenting an invested capital of 
$840,000,000, and employing more 
than a half million wage earners. 

The State yearly manufactures 
textile goods to the value of $214,- 
000,000, exceeding Pennsylvania, 
its closest competitor, by $56,000,- 
000. Massachusetts alone contains 
more than one-half the population 
of New England and yet it occu- 
pies a little less than one-eighth 
of the total area. 

In all New England there are 
some 4,000 communities, made up 
of cities, towns and villages. Ina 
great majority of cases these com- 
munities lie close together, Den- 
sity of population has no equal 
anywhere else in the United States. 
Even in all the world there is no 
community where so many intelli- 
gent people are grouped together 
in so many individual localities, 
Each locality is supplied by separ- 
ate and distinct stores, and it is 
this feature that makes New Eng- 
land so sought after by the dis- 
tributers of goods, because density 
of population makes the distribu- 
tion of goods not only easy but in- 
expensive. A traveling salesman 
in New England can cover more 
territory in a given time and reach 
a larger number of places than is 
possible anywhere else in the 
United States. Within a radius of 
100 miles of Boston there are over 
900 cities and towns on steam rail- 
ways alone. Every manufacturer 
knows that a very big item of cost 
is that which comes from. selling 
goods after they are made. In 





New England the placing of goods 
on the market is done at a remark- 
ably small cost, simply because dis- 
tances are remarkably short, 

Mr. Moses finds that the people 
of New England, like the people 
everywhere else, have their own 
distinctive peculiarities. They are 
clannish and provincial, in the bet- 
ter sense of the word, and are not 
easily swayed by frivolous things. 
Their character is substantial and 
has been inbred for generations, 
Any advertiser who goes to New 
England with goods that will not 
bear inspection of the hall mark 
will find an unresponsive public. 
The same thing is true of any ad- 
vertiser who goes there and at- 
tempts to influence business 
through frivolity rather than sub- 
stantial arguments, There is, per- 
haps, no community anywhere 
which exercises the scrupulous dis- 
cernment and discrimination of the 
New England people as a whole 
body. Intelligence is the most 
marked characteristic of all, and 
this characteristic pervades the up- 
per classes, those lower down and 
those in between. It is really 
astonishing to a visitor in New 
Engiand to find how intelligently 
and how thoroughly all general 
topics are discussed by all the 
people. One of the shrewdest ad- 
vertisers in the United States says 
the reason the New England 
market is so much sought by the 
experienced advertiser is that the 
buying is done almost exclusively 
by the mistress of the house, and 
this mistress has inherited for gen- 
erations the characteristics of her 
forefathers, which is to buy good 
things even though she does not 
buy so often. The same advertiser 
also says that the servant in New 
England is entirely eliminated 
when it comes to specifying the 
brands of goods bought. In other 
large centers of population, and 
particularly in New York, it is the 
servant who does most of the buy- 
ing, and she is influenced more by 
the tip of the butcher and baker 
than she is by advertising or the 
brand of goods. An advertiser in 
New England should address all 
his arguments to the head of the 
house, and bear further in mind 
that this head is an intelligent one 
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Little Lessons in Publicity.—New Series.—E. 


THESE EVENING PAPERS 
Should Interest You 


It is a well-known fact that in population centers like Indian- 
apolis, Minneapolis, Montreal, Washington and Baltimore, the 
newspaper that is read most thoroughly and carefully for the 
bargain news of the day—the store news—is the evening paper. 

Advertisers who have used the following clean evening dailies 
know their value. Here are five silent salesmen that will carry 
your announcements into the homes of the buying classes in 
these well-known cities, at a time when there is leisure and 
inclination for reading. 





OOS ee ae 
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paper of Indianapolis and Indiana. It has a sworn paid circulation exceeding 


j 
THE INDIANAPOLIS NEWS is well known as the great evening 
74,000 copies daily. Leads in circulation. Leads in results. 


THE MINNEAPOLIS JOURNAL is the great evening daily of the 
great Northwest. It reaches go per cent. of the purchasing classes in Minne- 
apolis, and carries more foreign advertising than any other Minneapolis paper. 


THE MONTREAL STAR is the great evening paper of Montreal and 
reaches go per cent. of the English-speaking homes in that city. Circulation 
greater than all other Montreal (English) papers combined. 


THE BALTIMORE NEWS is the great evening daily of Baltimore, 
] having the largest circulation in its city of publication. It brings the best 
results to advertisers. 


THE WASHINGTON STAR is the great evening paper of Washington; 
a silent salesman that is received into over g2 per cent. of the white homes at 
the National Capital. 


Evening papers are winners. Let me demonstrate further. 


DAN A. CARROLL, 


Special Representative, 


Tribune Building W. Y. PERRY, Tribune Building 
New York (Western Manager) Chicago 
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A BILLBOARD THAT CHANGES 
ITS POSTERS. 


An interesting mechanical device 
for outdoor advertising, known as 
the Advergraph, is now being in- 
stalled in prominent locations in 
New York City. Devices of this 
character usually border on the 
freakish so far as practical require- 
ments of dignified advertising are 
concerned, but the Advergraph 
seems entirely dignified, and 
solves a difficult problem in out- 
door advertising in cities, where 
space is both scarce and costly. 
In the space ordinarily  re- 
quired for a single eight-sheet 
billboard the Advergraph shows 
twenty eight-sheet posters in suc- 
cession. It is a large frame, with 
a depth of about eighteen inches, 
which holds both posters and 
mechanism, This frame is enclos- 
ed in plate glass and entirely 
waterproof, windproof and dust- 
proof, so that posters need no re- 
newing. Run by a small electric 
motor, the device unrolls its twen- 
ty posters one after the other, each 
being displayed nine seconds, The 
action is somewhat like that of a 
theater drop curtain, and pleasing 
to watch, At night the posters are 
illuminated by incandescent lights 
placed around the frame. Ordin- 
arily eight-sheet posters are used, 
being mounted on canvas. The de- 
vice is entirely automatic. In the 
morning it turns on jts own power. 
At the proper time in the evening 
it turns on its own lights, and 
when “quitting time” comes it 
stops. On Sunday it rests. 

The Advergraph is the invention 
of W. Howard Bender, a member 
of the Bender-Martin Company, 
which has patented it in the United 
States and foreign countries, and 
will operate the mechanism in New 
York City-and Brooklyn. The 
rights to the Advergraph are to be 
leased to operating companies in 
other cities. The company has the 
device on view at its offices, 161 
Elm street, New York, and will 
soon have it in operation at fifteen 
stands in New York and six in 
Brooklyn. The first is being in- 
stalled at 525 Fifth avenue, op- 
posite Sherry’s, while other loca- 
tions have been secured at the 
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Manhattan end of the Brooklyn 
Bridge, on 116th street and Sey- 
enth avenue, and on 125th street 
between Seventh and Eighth aven- 
ues. Locations are on the roofs of 
one and two-story buildings, giv- 
ing a good view from the sidewalk. 
By showing twenty posters where 
one has heretofore been shown, the 
earning power of choice outdoor 
locations is increased twenty-fold, 
Operating expenses are, of course, 
larger than for an ordinary bill- 
board, but the cost of this form of 
advertising, according to Mr. 
Bender, is less “per thousand cir- 
culation” than that of any previous 
kind, 

The Advergraph has other inter- 
esting uses. The company makes 
it in smaller sizes, taking a half- 
sheet, one-sheet, three-sheet or 
four-sheet. It is also made in the 
size of a streetcar card, and can 
be installed in the ordinary street- 
car space, showing twenty changes, 
Current from the trolley wire is 
employed in operation, and the 
streetcar Advergraph is very com- 
pact, being only five inches deep. 
Several department stores’ have 
contracted for the device, to be 
placed in prominent parts of the 
store for announcing special sales 
in various departments. A large 
Advergraph is to be placed in the 
Grand Central Station, announcing 
the departure. of one hundred 
trains daily without attention from 
anyone. Vaudeville theaters will 
use it to announce “turns” from 
the stage. A small Advergraph is 
made for use in kindergarten work 
in schools, another form is design- 
ed to show bulletins in front of 
newspaper offices, and stilf another 
for window display. The cost of 
operating the machine is from four 
cents a day upward, according to 
size. It operates noiselessly, and 
is said to be extremely inexpensive 
in maintenance, 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
paper printed in the German language on 
this scene led + 


Circulation 152,062 


RATE 35 CENTS. 
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ADVERTISING HIGH-GRADE 
PONS ae CLOTH- 
ING, 


High-grade ready-made clothing 
for men is being exploited to a 
great extent in the advertising 
pages of the magazines—and some 
manufacturers are using the daily 
papers as well. The advertising is, 
as a rule, artistic. Its chief char- 
acteristic is the use of the figures 
of well-dressed men as illustra- 
tions, these figures, in many cases, 
being the  half-tone reproduc- 
tions of photographs from liv- 
ing models. So far as the eye 
is concerned, these ads _ leave 
little to be desired. But, when it 
comes to convincing the minds of 
their readers, they are lamentably 
weak. They talk of “incompar- 
able cut,” “perfect fit,” “faultless 
finish,’ and the like—but they 
never drift away from the glitter- 
ing generalities that apply equally 
well to every cheap “hand-me- 
down” suit in the country, 

Now the situation is this: 

The American man of to-day is 
wearing more clothes, and better 
clothes, than he has ever worn be- 
fore. Social and business condi- 
tions demand it. He realizes the 
truth of the statement that to be- 
come prosperous, one must appear 
prosperous, 

Also, the American man of to- 
day is in a perennial hurry. He 
doesn’t care to waste time at a 
tailor’s. He objects to paying 
three or four visits. He has the 
money in his pocket, and he wants 
to walk in, buy his suit, have it 
sent home and be back to his store 
or Office in half an hour. 

Consequently the demand for 
good ready-made clothes is on the 
increase, 

But clothing is a mystery to the 
average man. He does not know 
how it’s made, nor what consti- 
tutes goodness in a suit or over- 
coat. And he is apt to buy blindly, 
and, when the suit that looked so 
well at the start begins to wrinkle 
and lose shape, he is apt to con- 
demn all ready-made clothing and 
go back to his tailor. 

_ Now the way to overcome this 
is for the maker of good clothing 
to educate Mr. Man—to show him 
how to judge clothing. Let the 


ads be educative. Let them tell 
how good clothing is pounded and 
kneaded and stitched, until the 
shape is a permanent part of the 
clothes themselves. Let them ex- 
plain the details of collar-making. 
Let them point out the places 
where inferior material can be 
worked in. Let them tell how and 
why the making of a coat as it 
should be made costs more than 
the making of an entire suit if the 
garments are thrown together. Let 
the advertising man spend a week 
in the factory—let him examine 
every process—let him live with 
the clothes themselves, and then 
let him tell what he knows in good, 
forcible, straight-from-the-shoul- 
der English. And this, coupled 
with the attractiveness of present- 
day advertising, will make a com- 
bination so strong that it will add 
many times to the effectiveness of 
the advertisements. 

“Sounding brass and_tinkling 
cymbals” aren’t in it with facts— 
and no subject offers a wider op- 
portunity for facts than the ad- 
vertising of good ready-made 
clothing. James W. PEMBERTON. 

arias Se 





More publishers’ adver- 
tising appears in The 


Chicage 
Record- Herald 


than in any other news- 
paper in the entire West. 
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EXPERIENCES AND _ CON- 
CLUSIONS OF A FEMALE 
AD-SCHOOL GRAD- 
UATE. 


The writer of this story, a young 
woman, called upon the Little School- 
master in her search for work as an 
adwriter. The Little Schoolmaster could 
not employ her, but gave her some ad- 
vice, and as a means of helping her and 
at the same time learning her experi- 
ences and trials in search for work 
asked her to write her own story for a 
price stated, and paid in advance. Here 
follows the story. o attempt was made to 
edit the graphic description, doing so would 
probably have injured the value of the story. 
The writer is battling. for existence; 
she appears to be bright, sensible, honest 
and worthy of consideration. 





This is the tale of an ad school 
graduate in New York; if it seems 
also that of a lamb among wolves, 
plain speaking must be pardoned; 
for I have promised to tell the 
truth. 

When I started to take up the 
study of advertising, I was the 
Director of an Industrial Club for 
Working Girls in Saratoga, N. Y., 
on the salary of $500 a year. 

My reasons for wishing to 
change my occupation were that I 
felt the need of a change of work, 
one that would give me more 
room for self advancement. I 
wanted more room to breathe, a 
place where one could express in- 
dividuality and try experiments 
without fear of the consequences of 
their failure on a number of other 
people, and I wanted more money 
with which to do these things. 

I chose Mr. Powell's Corre- 
spondence Course, because his ad- 
vittisements of what he had to 
offer were the most convincing in 
their tone and—here comes the 
woman’s reason—because I liked 
his face. 

The tuition was $30. I paid in 
installments of $10 a month. The 
lesson envelopes came once a 
week, two lessons in each. There 
were fifty lessons in all, which took 
me about eight months: to finish, 
working as I did in my spare time, 
perhaps one hour a day. Practi- 
cally the whole course was criticis- 
’ ing ads of different businesses and 
trying to improve on them, 

The work was sent back to Mr. 
Powell each week, and always re- 
turned with criticisms which I 
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knew applied to my own efforts, 
and which I felt to be just, even 
when they sometimes hurt. 

The principle which was urged 
from first to last was: “Get all the 
data you can about the article you 
are writing on; try to think up 
arguments which will appeal to the 
class of people you are trying to 
reach; then tell the best points 
about your proposition as clearly 
as you can and in as few words as 
possible.” 

My interest in the course never 
flagged, and when I finished it I 
felt I could tell a good ad when I 


saw it and could write and design: 


a good one. 

There were other things which 
made me feel this besides the train- 
ing I received in the correspond- 
ence course, however, 

I was a high school graduate, I 
had two years’ special literary 
work in college; and I possessed 
a diploma from a Kintergarten 
Training School, and had _ two 
years’ practice teaching there. 

Then, too, my father had at one 
time owned a daily paper; one of 
my brothers had managed the 
printing office and another had 
done the advertising part of it. 

In this way I had an early ac- 
quaintance with the subject, both 
the actual work of setting up the 
ads, which I became familiar with 
in the office; and the matter of 
writing copy, which I sometimes 
helped with, and which was often 
a subject of conversation at home. 

Another thing which I found 
helpful was. the knowledge of 
human nature which I had gained 
through my five years of charity 
work, 

In this work I came in daily 
contact with the extremes of so- 
ciety, both the very rich and the 
very poor, the highly cultured and 
the uneducated, besides a goodly 
sprinkling of the in-between class. 

The matter of making things go 
smoothly and appear natural, where 
such a mixture was supposed to 
meet on terms of social equality, 
was no easy one. 

My success in this work I attri- 
bute to my ability to handle peo- 
ple; to tact, if you will, which had 
been gained through a constant 
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study of different types, until I had 
come to know pretty much what 
to say ” different people and when 
to say 1 

This sisal it is plain to see is 
most indispensable to one who 
would write good advertising mat- 
ter. Having these points in my 
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little education, and been without 
this previous training, I dowbt if I 
should have felt that my course in 
the correspondence school fitted me 
to become a successful advertise- 
ment writer. 

I came to New York in Septem- 
ber determined to make a success 











Miss ADELE MACGILL. 


favor and wishing to take up ad- 
ervsiog for the reasons mention- 
d, I found the ad school helped 
me in giving definite shape to my 
ideas, and in fully deciding to 
abandon one work for the other, 
If, on the other hand, I had had 


of advertisement writing. I have 
made my expenses by it. 

Before I left Saratoga I had 
done some work for local mer- 
chants and had saved samples, 

When I reached here I inserted 
three advertisements in ‘the Her- 
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aid and answered others that I 
saw there. I got no returns from 
my Own insertions but received re- 
plies from two of those I had writ- 
ten to. 

The first was from a large mail- 
order suit and cloak house, who 
wanted someone to take charge of 
their entire advertising depart- 
ment. 

I was one of three chosen from 
one hundred applicants to submit 
samples for consideration. I spent 
two weeks following it up, and 
didn’t get the job at last because a 
man with ten years’ experience in 
the same line was after it too. The 
business manager was kind and 
encouraging in his criticisms of my 
work, however, and I felt the jus- 
tice of it and was satisfied. 

My next venture was as solicitor 
for a series of church papers. I 
secured not a single contract for 
them, but I made the acquaintance 
of several people who have been 
most helpful to me since. I gave 
the work up on the advice of an 
advertising man whose judgment I 
could trust and who told me I 


was wasting good effort on a poor. 


proposition. After that I stuck to 
the search for thosé who wanted 
advertisements written. I follow- 
ed every clue and found others in 
the following. 

I visited nearly every agency in 
New York, besides numerous firms 
with advertising to place. 

If to-morrow I wanted to write 
a book on “Freaks and Foxy 
Methods — Guaranteed to Ruin 
Their Owners’ Business in Six 
Months,” I would have material 
for a generous three volume work, 
gathered from the different agen- 
cies and my observations there. It 
would seem that men who had seen 
so many schemes work destruction 
to their promoters would know 
enough to stick to legitimate busi- 
ness methods, but—my word, they 
don’t! 

One of the most contemptible of 
these schemes is being worked by 
a Mr. D—, who booms Dr. 


C——’s Flesh Food. He has syn- 
dicated a fashion page which he 
intends to exchange to out-of-town 
papers for advertising space. 

An advertisement in the Herald 





for a woman to edit this page 
brought him about two hundred 
replies. 

I was engaged at $10 a week to 
write two articles, and take charge 
of the correspondence relating to 
the service, with the distinct under- 
standing that I was to use my abil- 
ities to extend the service to a 
larger number of papers and have 
my salary raised accordingly, At 
the end of three days, when I had 
written five articles and was asked 
for more I felt it time to investi- 
= the correspondence part of it. 

was then informed that a man 
had been engaged for that end of 
the work and my duties from 8,30 
a. m, till 5 p. m. would be to write 
said articles, number wanted ab- 
solutely unlimited. 

I failed to see how I could raise 
my salary at that rate and rebelled, 

I left at the end of the week, 
but not before I was convinced, by 
hearing arrangements made with 
others, that this was the way things 
were to be carried on for a while 
at least. A new worker each week 
by the same scheme. It will take 
some time to use up the best ideas 
of the two hundred applicants and 
Mr. D—— is sure of getting the 
worth of his $10 a week. 

That may be a cheap way to do 
it, but Nature’s law of compensa- 
tion is still working, and for my- 
self, were I in the same position, I 
had rather pay full money value for 
services secured than to be forced 
to hear, without being able to dis- 
pute, the remarks which one at 
least of these employee’s made to 
him on leaving at the week’s end. 

The matter of my sex is both a 
help and a detriment. Being a 
woman, young and fairly attrac- 
tive, it is easy enough to get a 
hearing from most business men. 
I also find that they are not averse 
to prolonging the interview and 
sometimes even glad to have me 
call again. 

On the other hand it is hard to 
get them, most of them, to give 
proper consideration to my writ- 
ing; a blush and a smile, which I 
can’t help, seeming to prove to 
them that I am not capable of do- 
ing serious work. 

Two leading agencies refused 
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to give me a desk where there was 
work to be done, and they even 
felt that I could not do it, “Be- 
cause the men smoke and some- 
times swear, and it is no place for 
a woman.” 

When I first began work I was 
willing to show my samples free- 
ly, and to take home suggestions 
to work up. I have learned better. 

Every agency that suggests this 
seems to suspect you of having a 
“Gold Dust Twins” or “Sunny 
Jim” idea up your sieeve, and 
when you come back with common- 
sense talk they refuse to accept it, 
even while admitting that it is bet- 
ter than the original. 

One man suggested that I try to 
improve on an ad for a certain 
washing machine, as he had some 
work to place for a rival concern. 
I spent two days on it and took to 
him what I thought to be good copy 
—telling him that it was for the 
woman who did her own washing, 
and intending to appeal to her by 
convincing her of the benefit she 
would receive by making her work 
lighter. 

“Very good, indeed, Miss Mac- 
Gill,” he answered, “but do you 
know, I forgot to ask the man 
whether he wants to sell to the 
trade or direct to consumers.” 

The two days didn’t cost him 
anything. 

New York business men are 
most lavish with other people’s 
time; very stingy with their own 
when it really amounts to any- 
thing, and abominably slow in de- 
ciding a question relating to other 
people’s interests. 

The first real help I got was 

from Miss Ruth Gould, one of Mr. 
Powell’s graduates, whom I vent 
to for advice, because I admired 
her work. 
_ Miss Gould told me that in her 
judgment my work was good, and 
she gave me names of people who 
accepted some of my writings— 
two helps which I sorely needed 
at the time and for which I shall 
not forget to be grateful. 

The best paying work I have 
done has been that accepted by 
large advertisers who were looking 
for new ideas. Each order brings 
others, somehow, and the samples 
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I am accumulating are _ useful. 

I am going to keep up this way 
of working until I have money 
enough to start an agency of my 
own, then with the knowledge I 
have gained from my experiences 
I am going to make a success and 
a big one too. Just watch me! 

I have come to one conclusion— 
it is the solicitor more than the 
advertiser that secures contracts. 
Another, also that there is no 
recognized standard for good copy. 
It is all merely a matter of per- 
sonal opinion. Study a man’s 
weaknesses and pamper them if 
you want the work. Then do it in 
your own way, but do it well. 

Early in my course of study I 
felt the need of some good maga- 
zine on advertising; one which 
would keep me in touch with what 
others in the same line were doing 
and wouid spur me on to more in- 
telligent effort. I looked up the 
various publications and even 
while I fe't the subscription price 
was more than I could afford—I 
decided on PRINTERS’ INK. 

For a long time I could give my- 
self no sa‘isfactory reason for do- 
ing this; it gave no definite di- 
rections for ad writing; there were 
few “ads that with little alteration 
could be used for almost any busi- 
ness,” yet it seemed to supply my 
very need. 

It was not until I had seen and 
talked with the managing editor 
that I knew. Then I realized that 
it is the personality behind the 
paper that really counts—it is di- 
rected by a strong, clear-headed. 
fair-minded man, and the quality 
which makes it superior to others 
of its kind is the result of the 
brains and energy which he puts 
in‘o it. This is not a “write up” 
for Mr. Zingg, it is simply my 
honest opinion. 

As to Mr. Powell and the help 
of the ad school. I have found 
that being a Powell graduate help- 
ed me with those who knew his 
work, and was a drawback with 
those who were prejudiced against 
ad schools in general and refused 
to investigate this particular one. 
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THE GERMAN PRESS. 
By William Mayner, 


I, 


As early as the fifteenth century 
newspapers existed in Germany in 
the form of pamphlets and circu- 
lating letters. The subject has 
been elaborately treated by Robert 
Prutz in his Geachichte des 
Deutschen Journalismus (1845), 
and by E. Weller in Die ersten 
deutschen Zeitungen. In 1679 
Hartman issued a book entitled 
Die heutigen, neuen Zeitungen and 
in 1695 there appeared in Hamburg 
a volume under the title of Zet- 
tungs Lust und Nutz. In 1703 
Juncker issued a Zeitungs Lexicon 
in Frankfort and Leipsic. All these 
publications are devoted to news- 
papers, their contents and circula- 
tion. In addition to the above 
mentioned books, a large number 
of other works have been publish- 
ed in this connection, the whole 
subject being illuminated by num- 
erous side-lights. 

Since that time, and especially 
within the last hundred years, the 
development has been far too rapid 
for any treatise on newspapers to 
keep fully abreast with. The 
official postoffice list is also incom- 
plete, inasmuch as many of the 
local papers are omitted therefrom. 
The most perfect lists are prob- 
abiy those issued annually for the 
past thirty years by the great ad- 
vertising agencies of G. L. Daube, 
Haasenstein & Vogler, and Rudolf 
Mosse. 

According to a pamphlet by Dr. 
Hjalmar Schacht, the latest reli- 
able work on the subject of Ger- 
man newspapers, there existed in 
the Fatherland at the time of its 
publication, 3,405 newspapers, pub- 
lished in 1,884 places. These fig- 
ures do not inciude the illustrated 
periodicals, the scientific and tech- 
nical papers, concert and theatrical 
news, or papers issued only dur- 
ing the season in watering-places, 
seaside resorts, etc. More than 
twenty papers are issued in Berlin, 
Munich and Posen; thirteen in 
Hamburg, twelve in Leipsic, six- 
teen in Breslau, fourteen in Dres- 
den, fourteen in Frankfort-on- 
Main, twelve in Cologne, ten in 
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Madgeburg, eleven in Hanover, tet 
in K6nigsberg, eleven in Nuren- 
berg, twelve in Stettin, thirteen in 
Stuttgart, eleven in Strassburg, 
ten in Dantzic, ter in Carlsruhe 
and ten in Wursburg. 

One hundred and seventy-seven 
newspapers appear in towns with 
less than 2,000 inhabitants, In 
the German Empire there is one 
newspaper issued to about 15,000 
of the population, and it is esti- 
mated that about fourteen million 
copies are distributed, which means 
one to about 4.25 inhabitants, in- 
cluding women and children, 

The exact issue of 2,439 papers 
has been ascertained, and the per- 
centage, according to the number 
of copies issued is about as fol- 
lows: 

Below 5s00— 5.45 per cent. 

Up to 900—21.45 per cent. 
3,000—48.50 per cent. 
7,000——14.52 per cent. 
15,000— 6.68 per cent. 

35,000— 2.38 per cent. 
70,000— 0.78 per cent. 
100,000— 0.16 per cent. 

Above 100,000— 0.08 per cent. 

The largest daily circulation is 
claimed by the berliner Morgen 
Zeitung with 300,000 copies, and 
the Berliner Lokal Anzeiger, also 
a daily paper, with 243,700 paying 
subscribers. The success of the 
Lokal-Anzeiger, which was found- 
ed by August Scherl, has been phe- 
nomenal, Scherl’s system of clas- 
sifying the advertisements is bril- 
liant, and his newspaper is un- 
doubtedly one of the best advertis- 
ing mediums in the German Em- 
pire. 

The political tendency of Ger- 
man papers is about as follows: 

Out of 3,337, there are: 486 Govern- 
ment papers, 321 Conservative papers, 
318 Catholic (Centre) papers, 656 Lib- 
eral papers, 54 Social Democratic papers, 
958 without party politics, and 544 poli- 
tics unknown, 

The average price of a subscrip- 
tion to a paper in Germany is about 
thirty cents for a quarter of a 
year, viz.: 

A paper appearing once a week 
costs, per quarter, eighteen cents; 
a paper appearing twice a week 
costs, per quar‘er, twenty-four 
cents; a paper anpearing thrice a 
week costs, per quarter, twenty- 
eight cents; a paper appearing 
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fourteen timés 4 week costs, per 
quarter, $1.68. a 

Thus a paper with one edition 
per day costs about three cents per 
week, Among the political papers 
the Government and Catholic pa- 
pers are the cheapest at twenty- 
eight cents a quarter, the Liberal 
and Social-Democratic the dearest 
at forty-two cents. 

The prices for advertisements 
are in Germany, on an average, 
about three and one-half cents a 
line, but this price varies, natural- 
ly, according to the locality. For 
instance, in Berlin it is eight cents ; 
in Hamburg seven cents; in 
Bremen six cents; in Cologne five 
cents; in Dresden four cents. 

Regular advertisements occupy- 
ing whole sheets were first intro- 
duced here by the great dry goods 
house of Rudolph Hertzog in Ber- 
lin, which for many years remained 
the only firm which ventured upon 
so extensive a scale of advertising. 
They were followed by the cigar 
manufacturers Jacques Raphael 
Co., also of Berlin, and subsequent- 
ly by all the big stores whose ad- 
vertisements grew from one to 
four pages, thus producing the im- 
ression of a supplement and de- 
seca their aims, and demon- 
strating the limit of big adver- 
tisements. One of the most strik- 
ing instances of successful adver- 
tising is that of the firm of Moos- 
dorf & Hochhausler in Berlin. 
(Note: See the monthly illustrated 
paper entitled Propaganda, publish- 
ed in Berlin by Robert Exner, 
whose first annual volume contains 
eight articles on Printers’ INK, 
with reproductions of many ad- 
vertisements, etc., with descrip- 
tions of the American methods of 
advertising.) The firm above 
mentioned had opened a_ small 
shop for the manufacture and sale 
of baths, etc., but after a short 
time their little capital was almost 
exhausted and no success achiev- 
ed; when Moosdorf, after his part- 
ner had retired, used the rest of 
his means for novel and extensive 
advertisements and thus saved the 
situation. The device of his 


baths: “Bathe at home” with ap- 
propriate, finely executed illustra- 
tions can be seen in almost every 
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German paper, and the firm is now 
a large and wealthy one. 

The firm of Theodor Hildebzand 
& Son, advertise very extensively 
throughout the German Empire. 
By this means they have built up 
an enormous and lucrative trade. 
Hildebrand’s chocolate and Hilde- 
brand’s gingerbread have become 
household words in this country. 
They advertise in the railway cars, 
in the street cars, on the iron 
columns at the corners of the prin- 
cipal streets in Berlin, but especial- 
ly in the daily and weekly papers. 

One of the oldest forms of ad- 
vertising, namely on house walls, 
known even to the ancient Greeks 
and Romans, as has been abun- 
dantly demonstrated by excava- 
tions, has been little practiced in 
Germany until recently, and al- 
though now largely used in Ber- 
lin, is still in its infancy in the 
provincial towns. It is readily 
conceded that as regards ingenuity 
and originality, the Americans, 


& French and English, are far ahead 


of the Germans, and so bold an 
idea as that.of the Bovril Company 
in London throwing by lime-light 
its advertisement on the hat of the 
Nelson statue in Trafalgar Square, 
would appear inconceivable to the 
average German mind. Nor would 
it require in Germany an Act of 
Parliament to stop such a practice, 
On the other hand, it may not be 
inappropriate to mention that after 
the China-Japanese war, the Ger- 
mans were the first to advertise 
their goods in Japan in a newspa- 
per p-inted, in the Japanese lang- 
uage, at the Imperial Printing 
Works in Berlin. The paper was 
issued by Max Nossler in Bremen, 
and notwithstanding the eminent 
difficulties of the Japanese tongue, 
the paper contained remarkably 
few errors. 

If it be conceded that the liberty 
of the Press is an accurate barom- 
eter as to the freedom of a people, 
the following anecdote is signifi- 
cant: On arrival in Berlin, one of 
the most able and industrious of 
young American press representa- 
tives, desiring to be introduced at 
the German Foreign: Office, applied 
to Baron Speck von Sternburg, 
who happened to be in the city, 
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and drove down to the Auswar- 
tiges Amt in a carriage with that 
gentleman. The Baron called one 
of the heads of department and 
said, introducing his young Amer- 
ican friend: “Be sure and give 
this gentleman early and accurate 
information. These young Ameri- 
can press-men are not accustomed 
to be kept waiting.” “Oh yes! 
Your Excellency” replied the of- 
ficial, “We invariably give the 
foreign newspaper. men prompt in- 
formation—Our German journal- 
ists can wait!” 

Characteristic is also the follow- 
ing episode: When King Edward 
VII came to Kiel, the American 
and English journalists were en- 
tertained as Imperial guests on 
board a special steamer, being 
thereby placed on a level with 
the ambassadors, plenipotentiaries, 
ministers and other dignitaries, 
while not a single representative 
of the German press could get 
within a mile of the center of the 
proceedings. 

The German press-men are gen- 
erally graduates of a University 
and with the title of Doctor. They 
are very highly educated, but, as 
has been shown above: “A prophet 
is not without honor, save in his 
own country.” 

It was Frederick the Great who 
issued an order to the effect that 
the Press should not be hampered 
in its work, but all the world now 
knows, through the revelations of 
Busch, what an iron grip Bismark 
kept on the fourth estate. 


ls teins 
A MODEL PRINT SHOP. 


Union Stock Yards, 

S. St. Paut, M1nn., Nov. 16, 1904. 
Editor of Printers’ INK: 

We are contemplating the erection of 
a new home for the South St. Paul Re- 
porter and I am looking for information. 
I want to have a look at a model “print 
shop,” providing there is such a thing in 
the country. Can you help me out? 

The Reporter is a daily, except Sun- 
day, four-page paper with a circulation 
of between 2,000 and 3,000. We have a 
job printing department in connection. 
Our business totals about $5,000 a 
year. 

I want a few ideas before we begin 
work. If you can tell me where I will 
be able to find anything in the way of 
an up-to-date, model “print shop’’ it 
will be appreciated. 

Very truly, 
E. L, Ocirvie, Manager. 


THE AD SCHOOLS. 


Hartrorp, Conn., Nov. 16, 1904, 
Editor of Printers’ INK: 

I am a regular reader of PRINTERs’ 
INK and must say it is a most helpful 
and most instructive little pamphlet, 

I presume that you as editor are 
bothered to death by foolish questions 
from still more foolish persons, but [ 
am going to run the gauntlet of your 
wrath by asking you one more question, 
hoping that you may find time to reply, 
using enclosed stamp. 

am a hotel clerk and have never 
done much of anything else. Have a 
desire to become an advertising man and 
think I might succeed in it. ave taken 
few lessons from the Page-Davis school 
in Chicago, but have been interrupted 
and am a little doubtful about finishing 
the course although they compliment me 
quite highly, which of course I under- 
stand is policy for them. As a disinter- 
ested party, what is your opinion of ad- 
vertising schools, Don’t be afraid to 
tell me in plain language just what you 
think. By so doing you will be of great 
help to one who might shape his course 
in a wrong direction, but for good ad- 
vice from a good source, I will be very 
thankful to you. Yours truly, 

H. C. Opett, 

Clerk, Allyn House. 


In its issue of April 13, 1904, the 
Little Schoolmaster published an 
exhaustive review of the Geo. H. 
Powell ad school, Temple Court, 
New York. 


—_——ooo 
THE TROY “RECORD.” 
Troy, Onto, Nov. 16, 1904. 
Editor of Printers’ INK: 

We are writing to inquire if you could 
supply us with plates of the advertise- 
ments you have recently been publishing, 
regarding the special offer for Print- 
ERS’ INK, and if so, beg to state we will 
run them free of charge, believing that 
it will pay us. 

As we receive two copies of PrInt- 
ERS’ INK, we are having one left at 
the public library, and each week call 
attention to its contents and the fact that 
the new issue is ready for reading. We 
should like, however, for every merchant 
and business man to have it come to 
them direct, and have published some 
editorials directing attention to its vir- 
tues and the special offer now being 
made. If you could advise us how to 
thoroughly interest, through our paper, 
our business men in this offer we should 
be pleased to have the information. The 
more readers PRINTERS’ INK has here 
and elsewhere the more likely are we 
to benefit. Very truly, 

Tue “REcorD.” 


Tue work, purpose, officers and organi- 
zation of the National Municipal 
League and American Civic Associa- 
tion are embodied in two booklets from 
the central offices in the North Ameri- 
can Ruilding, Philadelphia. These or- 
gan‘zations deal with various problems 
of municipal administration and better- 
ment. - 
t 
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THE ANACONDA “STANDARD.” 
New York, Nov. 15, 1904. 
Editor of Printers’ INK: 

In your issue of Nov. oth, I noticed 
an article in regard to a full-page adver- 
tisement of Symons’ Department Store, 
Butte, Mont., which appeared in the 
Anaconda Standard, offering one dollar 
bills at ninety cents each. "There is one 
sentence I should like to comment on, 
viz.: you state that “certainly no great 
number of people could be expected to 
pay car fare from Anaconda to Butte 
for the sake of buying a dollar bill for 
ninety cents.” This is correct. The 
fare from Anaconda to Butte (27 miles) 
and return, is $1.20—but only a very 
small portion of the Anaconda Stand- 
ard’s circulation is in Anaconda. Its 
principal circulation field is Butte. The 
Standard as you must know is practically 
a Butte paper. It has more Butte read- 
ers than probably the two papers pub- 
lished in Butte combined have. This is 
proven by the fact that in almost any is- 
sue of the Standard you will find more 
local Butte advertising than you will in 
either of the other two papers, and many 
of the Butte houses use larger copy in 
the Standard than they do in either of 
the Butte papers. Besides this, the 
Standard carries advertising of Anacon- 
da, Missoula, Great Falls, Helena, Liv- 
ingston, Bozeman and other towns 
throughout Montana, which does not ap- 
pear in the Butte papers. 

I should be pleased if you would 
print this in order to correct the erron- 
eous impression some advertisers, un- 
familiar with the conditions in Montana, 
might receive from the sentence referred 
to. Yours truly, 

W. J. Morton. 


+2 
MACARONI JOURNALS. 

Bay State MILiinG Co., 
Winona, Minnesota, U. S. A. 
General Offices, 608-622 Chamber of 
Commerce, 

Boston, Mass., Nov. 16, 1904. 
Editor of Printers’ INK: 

Could you favor us with the names 
and addresses of any macaroni trade 
journals? 

What we are after most especially is 
the type of machinery used in the man- 
ufacture of macaroni and processes of 
manufacture. 

Thanking you in advance for your 
courtesy, we remain, Yours truly, 

Bay State MILLING Co., 
W. A. Adams. 


——_ +o 
FIVE YEARS FOR TEN DOLLARS. 
Tuomas B, Jerrery & Co., | 
Manufacturers of Rambler Automobiles, 
Kenosua, WIs., Nov. 19, 1904. 
Editor of Printers’ INK: 

Answering your recent form letter, we 
scarcely think that advertising in Print- 
ERS’ INK will be of any service to us, 
but we have a good deal of pleasure in 
taking advantage of your reduced rates 
and enclose herewith a check for $10 for 
five years’ subscription to the Little 
Schoolmaster, which kindly send ad- 
dressed to us for that period. 

Yours truly, 
Tuos. B. Jerrery & CoMPANy, 
G. W. Bennett, Sales Manager. 
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READ PRINTERS’ INK AND TRY 
DEMONSTRATE YOUR 
ABILITY AS A RAILROAD 
ADWRITER. 


Erte RArLroap CoMPANY, 
Office Mechanical Superintendent. 
MEADVILLE, Pa., Nov. 16, 1904. 
Editor of Printers’ INK: 

I am a young man ambitious to be- 
come an adman, and take the liberty of 
seeking your advice. Knowing you to 
be one who has had vast experience in 
this line, I believe you can render me 
valuable information. I have completed 
an ad-school course some time ago and 
would like to get a position in this 
business, even though I would have to 
start at the bottom. I have been work- 
ding in the Erie Railroad offices for the 
past two years but my oaed ie set wholly 
on advertising. Won’t you kindly favor 
me with a reply, stating how I may 
realize my ambition? In the meantime 
I remain, Yours most sincerely, 

Harry V. Popeney. 

655 Cullum St. 

Tue first sailings of the Great 
Northern Steamship Company’s new 
liners “‘Minnesota’”’ and ‘‘Dakota,” from 
Puget Sound to the Orient, are announc- 
ed in a handsome folder with half-tone 
views of the vessels. 
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In a Broadway window is exhibited a 
new filter. To add interest to this still 
life display a card has been added, 
“Watch this filter catch the microbes 
and throw them out.” 
ae 


THE TORONTO STAR 


Sworn Circulation 


32,416 


Toronto is the most thoroughly 
Americanized city inCanada. That 
means the most progressive city in 
Canada. American advertisers 
found out long ago that Toronto 
produced greatest results for the 
least expense. Toronto is essen- 
tially an evening field; therefore 
the evening papers dominate the 
field. The Toronto. STAR out- 
shines them all in over 30,000 
homes. That’s why THE STAR 
publishes more general advertising 
than any other paper in Toronto. 
—M. Lee Starke in American Ad- 
vertiser. 

Sworn detailed statement of cir- 
culation on application. 


THE STAR, TORONTO, CANADA. 































































aha nie inincrehientia 





Se 


a 


ata er en 
ernst as 


igete a aay eae 





16 PRINTERS’ INK. B 


| A Roll of Honor 


(SECOND YEAR.) 


No amount of money can buy a place in this list fora 
requisite qualification. “a paper not having the 











Advertisements under this caption are accepted from publishers who, accord. 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and datea; 
#lso from publishers who for some reason failed to obtain a figure rating in the 104 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state. 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir. 
culation figures in the ROLL oF Honor of the last named character are marked with an (%), 


These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash for. 


t2™ Announcements under this classification, if entitled as above, cost 20 cents 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 





paper Directory. 


ALABAMA. 
Annlaton, Evening Star. Daily aver. for 1903, 
1,551. Repuulic, weekly aver. 1903, 2,216. 
Birmingham. Ledger. dy. Average for 1903, 
16,670. sst 6 mos. '04,19,852. E.Katz., 8.A.,N.Y. 


ARIZONA. 


Phoenix. Republican. Daily average for 1903. 
6,088. Chus. T. Logan Special Agency, N. Y. 


AREANSAS. 


Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000, 


Little Roek, Baptist Advance, wy. Av. 1903, 
4,550, Nine months ending Oct. 27, 1904,5,111. 


CALIFORNIA. 

Freano, Morning Republican, daily. Aver. 1903, 
5,160, st 9 mos, ’94,6,299. E. Katz, 8. A., N. ¥. 

Mountain View, Signs ofthe Times. Actual 
weekly average for 1903, 82,842. 

Redlanda, Facts, daily. Daily average for 
1903 1.456. No weekly. 

San Franetaco, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily average for year ending Sept., 
1904, 62,106; Sunday, $6,780. 

“an Jose, Pacific Tree and Vine,mo. W.G. 
Rohannan. Actual average, 1903, 6,185. First 
three months, 1904, 8,166. 


COLORADO. 


Denver, Post, nny 4 Post Printing and Pub- 
ishing Co. Average for 1903,88.798. Average 
or August, 1904,45,064. Gain, 8,716. 


¢2” The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
Svar American Newspaper Direct- 
TEED ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 

Hartford, Times, daily. ‘Ts. Sor 1903, 
16,509. Perry Lukens, Jr.. N. Y. Rep. 

Meriden. Morning Record and Republican. 
daily average for 1903, 7.582. 

New Haven, Evening kegister. daily. actual 
ar. for 1903,18.57 1; Sunday, 11,292. 

New Maven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 








New Haven, Palladium, daily. Average 
1903, 7,625. HE. Katz, Special Agent N. Y. ” 

New Haven, Union. Av. 1903, 15,827, first 9 
mos. 1904,16,008. H. Katz, Special Agent, N.Y 

New London. Day,ev’g. Arer. 1903, 5,618, 
June, 1904,6,049. EH. Katz, Spec. Ad. Agt., N.Y. 

Norwalk, Evening Hour. Daily average year 
ending June 1, 1904, *188 (3K). , = 

Norwich, Bulletin, morning. Average for 133, 

988; jirst six months 1904, 5,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 

Waterbury, Re ublican. Dail average 1908, 
5.846. La Coste & Maxwell, Spec! Agts, N.Y. 

DELAWARE. 

Wilmington, Every Evening. Average guar. 

anteed circulation for 1903, 10.784, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1908, 84,088 (© ©). 
National Tribune, weekly. Average for 1902 
04,599. First six mos. 1903, 11 . 
Smith & Thompson, Rep., N. Y. & Chicago. 
FLORIDA. 
Jacksonville, Metro ay Av. 1908,8,898 
ist 6 mos, ’04, 8,881. aces by: Ag., N.Y. 
GEORGIA. 
Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
1904, 44,808. Semi-weekly 45,867. 
Atlanta, News. Actual daily average, 193, 
20.104. Average April, 1904, 26,547. 
Atlanta, Southern Cultivator, agriculture. 
semi-mo. Actual average for 1903, 80,125. Aver 
age jirst six months 1904, 88,666. 


IDAHO. 
Boise, Capital News, d’y and wy. Capital News 
£. on ee. Aver. 1903, daily 2,761, weekly 
8,475. rst 6 mos. 1904, dy. 8,016, wy. 8.868. 


ILLINOIS. 

Aurora, News. Twelve months ending Sept. 
1904, daily average 5,614. 

Cairo, Bulletin. Datiy and Sunday average 
1904 to Sept. 30,1,8% 4; month of Sept., 2,168. 

Cairo, Citizen. Daily average 1903, 8183 week- 
ly, 1.110. Pirst eight months 1904, daily, 1,2055 
weekly, 1,125, August, 1904, daily 1,281. 

Champaign. News. First four months 1904, 
no duy’s issue of less than 2,600. 

Chiengo, Bakers’ Helper, monthly ($2.00). H. 
R. vlissold. Average for 1903, 4,175 (OO). 
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alee Chale, monthly. Dr W. 
. DeWitt Clough, adv. mgr. 
copies, reaching 


_ one-fourth lat he American medical pro- 
fession. 


Chica, ay yA Gazette, stock farm,week- 
1 anders Actual at verage for 190% 
Ye 8 880, 39 ae ending Sept., 28, 1904, 68,157. 


Chien » Dental Digest, mo. > H. Crouse, 
pub. Actual average for 193, 7,000 


Chie Farmers’ Voice. pra kly aver- 
age yoartending September, 1904, 22,802 (3). 


Ohicago, Grain Dealers Journal, s.mo. Grain 
DealersCompany, Av. for 1903, 4,854 (OO). 


Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual arerage 1903, 11,666. 


Chicago, Journal Amer. Med. Assoc. Wy. av. 
193, 28,615, July, Aug., Sept., 1904, 82,3381. 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548, 


Chieago. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos. 1903, 6,250. 


Ohieago, Record-Herald. Average for 1903, 
daily 154,218, Sunday 191,817. 


Chicago, Retailer’s Journal, monthly. Pre- 
sent circulation 10,7590. 
COPY ‘OF AFFIDAVIT. 

I, R. G. Galusho, manager of the Western 
Newspaper Union, Chicago, IlJ.,do hereby cer- 
tify that we have Bg = for the RETAILERS’ 
JouRNAL during e@ months of June, July, 
August, September, October and November, 1904, 
an average of 10,750 copies per issue. 

G, GALUSHO 
rm to and subscribed betore me 
(SEAL) this’ November 3d, 1904 
F. G. Brown, Notary Public. 


Clayton, Enterprise, weekly. No issue since 
1895 less than 1,008 copies. 


Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily ‘st 5 mos, '04, 8,296. 


La Salle, Rer-Frouien, Polish, weekly. 








Average 1903, 1,80: 


Peoria, Star, eveni ana sandey morning. 
Actual sworn average for 1903, 22,197. 


Roekford, Republic, daily. Actual average 
for 1903,6,540. La Uoste & Maxwell, N.Y. 
INDIANA. 


Bvenev ille, Courier, daily and 8. Courier Co. 
ub, Act. av. ’02,11,218 (244). more, 03,12. 
18. Smith & Thompson, Sp. } Sp. Rep.,N.Y. & Chicago. 


Evanaville, Journal-News. Av. 1908, dy se. 
852, ‘st. 6 mos. '04,14,160, EF. Katz, 8. A., 


wee hen. Cooking Club, monthly. A die 
903, 3, 26.878. 4 persistent medina, an house. 
presely nh issue for daily reference. 
prfignapelie, News, a# fon net sales in 1903, 
August, 1904, 


Indlanapotia Star. Av + 
returns and unsold copies deductea), a Oe. 


Marion, Leader, daily. daily. W.B. West ub. 
Actual aver. for 6 mos. end, June 30, ya s 41. 


Munele, Star. Average ne net sales for (all 
returns and unsold copies deducted) ) 27,864, 


Notre Dame, The Ave Mar Maria, Catholic A eee 
magazine. Actual average average for 1903, 24,08 


Richmond Sun-Telegram. ng Sworn av. 1903, d 
8,811. For Feb., 1904, 8,944. “ 


South Bend. Tribune. Sworn daily average 
1903,5,718. Sworn average for Oct., pace 


Terre Haute, Star. Av. net sales for 
returnsand unsold copies deducted), 21,5 oc. 
ee TERRITORY. 
Ardm reite, daily and weekly. 

Average for’ 1903, et 1 9543 wy., 8,872. 
IOWA. 
plliaton Advertiser. Actual daily average for 
, 10,280, , - 
Davenport, Times. Daily Daily aver. 1903, 8,055, 


s.-wy. 1, o>, Bao. Toys Oct.,1904, 9,620. Cir. 
guar, more than double of any j Davenport daily. 
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Decorah, Decorah-Posten (Norwegian). 
av. cir'n, 1908, 89,681. Terck: 190k, 40,856, 


Des Moines. Capital, daily. Lafayette Youn 

paar, Actual average for 1908, 81,898. 
Average for jirst six months 1904, 85,808. 

City circulation the largest ~ 4 any Des Moines 

een ae ool absol 

uper carrying advertising of 

stores. Carries largest amount of local 
advertising. 

Des Moines, News. daily. Actual average 
1903, 45,876. B.D. Buller, N. Y. and rn al 

Des Moines, Waliace’s Farmer, wy. Est. 1879. 
Actual average for 193, 88,769. 

Museatine, Journal. Daily av. 193 4.849, 
cemi-weekly 2,708, Jirst four mouths 5,167. 

Ottumwa, Courier. or. Daily arerage for March 
and April. 1904, 5,021. weekly average for 
March aud April, 1904, 7.704. 

Sioux City, Journal. . ar. for 1903 (sworn) 
19,492, dai v av. for first nine months of 1904, 
21,272. Records always open. More readers in 
its ‘jeld. than of all other daily papers combined, 


KANSAS. 


Mutehinson, News. Daily 1903, 8,888, weekly, 
2, is E. Katz, Agent, New Yor 


ka, Western Sc ai Jomreal. educationa 
an ly. Average for 1903, 8,125. 


KENTUCKY. 


Harrodsburg, Democrat. Best by A - best 
section Ky. Av. 193, 8,582; growing fas 

Lexington, Leader. Av.’03, 3,828, Sy. ie 
ist q’t’r v4, dy. 8,928, Sy. 5,448, E. Eats, agt. 

Louisville, Evening Post, dy. Kvening Post 
Co., pubs. Actual avevage for 1903, 26,964. 





Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 


Padueah, Sun. October, 1904. 
Average 2,900. 
LOUISIANA. 
New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03,4,780. 
MAINE. 


Auguata, Comfort,mo. W. H. Gannett, pub. 
Actual average for 1903, 1,269,995. 

Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. 

Dover, Piscataquis Observ Observer. Actual weekly 

average 1903, 1,904. 

Lewiston. Evening Journ: Journal, daily. Aver. for 
1903, 6,814(©0), wweek ly 1. 15,482 (© ©). 


Phillips,Maine Woods and pronto rently. 
J. W. Brackett Co. Average for 1903, 8,041, 


ortiand. Evening xpress. Arerage for 1903, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1903, 44,582. For October, 
1904, 52,805. 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@)(412). Boston’s 
tea table paper. Largest amou amount of week-day adv. 


sine: Globe. Auerage Average for 1903, daily, 195,+ 


54, Sunday, a 
dvertisemeni go in morning and afternoon 
editions pgm price 


Boston, Post, dy dy ib. set, 15S Bee 
| pat ta aa, 1,4 219,721, Sy. 179,263. 
lation in New England, 

pin yma unday circulation in New England. 

Boston, Traveler. Kst. 1824. Actual daily = 
192, 78,852. In 1903, 76,666. For > eapeatad 
monte w, 1904, daily average, 88.810. 

mith & "thompson, N. Y. ¥. and Chicago 
et Nerthtelé- Reap Record of Christian Work, 
Aver. for year end’g Dec. 31, 1903, 20.250: 








Uae jue M7 you want a strictly home ci 
Puge rate $22.40 flat, pro rata, 
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Gloucester, Cape Ann News. Actual daily 
average year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6,241; June, 1904, 6,525. 


North Adama, Transcript, even. Daily net av. 
1903, 5,267. Daily av. printed Oct., 1904, 6,105. 


Seringfeld. Sa pousskeeping, mo. Aver- 
age 1W4,1T1,01%. No issue in 1905 less than 
200,000 copies, All advertisements guaranteed. 


Worcester. Evening Post, daily. Worcester 
Post Co. Average for 1903, 11,7 


Woreester, {’Opinion Publique, daily (QO). 
Mate Jan., 5,180. Only mch paper in 
United States on Roll of Honor, 


MICHIGAN. 


é Adrian. Telegram, dy. D. W.Grandon., Ar. for 
1903,8,912. Aver. ist. 4 mos, of 1904, 4,100. 


Flint, Michigan Daily Journal. Aver. year end- 
June 30, 0b, 6,067 (3). Av. for June, 6,886 (3). 


Grand Rapids, Evening Press, dy. Average 
1903, $7,499. 44,290 aver. daily’ to Sept. 1, 194. 


Grand Raplds. Furniture Record (©). Only 
national paper in its field. 


Grand Rapida, Herald. Average daily issue 
Sor 1903, 22.824, first six months 1904, 26,187. 
Only morning and the only Sunday paper here. 


Jackson, Press and Patriot. Actual ta 
average for 1903,5,649. Av. Oct., 1904, 6,768 


Kalamazoo, Gazette, daily, six mos. to Sept. 
ist, 10,144. Guarantees 4.500 more subscribers 
than any other daily y paper published in city. 
Three months to September 1s r ist, ease. 


Kalamazoo, Evening Tel Telegraph. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 


Saginaw. Courier-Herald, daily, Sunday. 


Average 1903, 8,288; October, 1904, 11,118. 


Saginaw. Evening News, daily. Average for 
1903, Ti. 815. October, 1904, daily 14,586. 


MINNESOTA. 


a nae Farmers’ Tribune, twice a-week. 
J. Murphy, pub. Aver. for 1903, 68,686. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. ee ee 1903, 78,854. First six 
months 1904, 79,50 


Minneapolis, Journal, daily. Journal Print- 
Average for 1903, 57,089. First 10 
months 1904, 68, 928. 


PRs gens Svenska Amerikanska Posten. 
wan J. Turnblad, pub. /905,49,057. 


Minneapolis, The House! moons i. see 
monthly. Actual average 1903, 268.2 


Signenpelio Tribune. W. J. antl pub. 
Est. 1867. Oldest or daily. 1903, 
daily arerage, 72,882; last S arter of 1903, 
= 77.129: Sunday, 62,924. Sunday 
e for jirst ten mouths of 1904 was 
és. 748. The daily avera . Sor the jirst 
ten months of year was 86,886. Duily 
average for 90,008. 
Only Minneapolis daily listed 
in Rowell’s American Newspaper 
Directory that regularily pub- 
lishes its circutation orer_a con- 
siderable period down to date in 
ROLL OF Hoxok, and publishes a 
eetaties, statement in its own col- 
The Tribune is the ree- 
ognized Want. Ad’ Medium of Minneapolis 
Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, 2.100. 
&t. Paul. Der Wanderer, with ag’l sup.. Der 
Farmer im Westen, wy. Av. for 1903, 10,500. 
St. Paul, Dispatch, dy. dy. Aver. 1903, 58,044. 
Present average 7,624. ST. PAUL'S L 4. 
ING NEWSP4PER. W’y aver. 1903, 78,0 
&t. Paul. Globe, daily. laily. Globe Co., outindean. 
Actual average for 1903, 31.54 
St. Paul. News, dail sel average for 


UA 
Gan 
TEED 


1903,85,816. B.D. Butler,N. Y. and Chicago. 
St. Paul. Pioneer-Press. 


Daily average for 


1903 84,298, Sunday 80,988. 





PRINTERS’ INK. 









St. Paul, The Farmer, &-mo. Rate, 
line, with discounts. Circulation for year ronan 
June, 1904, 81,500, Present average, 85,000,, 


St. Paul, Volkszeitung. Actual average 4 
dy. 11,116, wy. 25.414, Sonntagsblatt 25.408" 


Winona, Republican and Moreid. daily. Aver 
age year ending June, 1904, 4,12 


MISSOURI. 


Globe, daily. Average 1903, 10.510, 
1904,12,507, E. Katz, Special Agent, N.Y, 








Joplin, 
Oct., 





Kanene Clty, Journal, d'y ard w’y. Average 
Sor 1903, daily 60,268, weelly 188,725, 

Kansas City, World, daily. Agiual anerens 
Sor 1903, 61,282, B. D. Butler, N, Y. & Chicago, 


Springfield, Sunny South, monthly. Actual 
average for 1903, 2, 838. 

St. Zoronh, ¥ ws and Vress. Daily aver. for 
1903, 80,418. vast 3 mos, 1903, 85,0065, 

St. Louis, Medical Brief.mo. J. J. il nce, 
A.M.,M.D.,ed.and pub. Av. for 908, 37,950, 


St. Louis, National Druggist. mo. panans R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). | astern office, 59 Maiden Lane, 

St. Louia, Star. 

1908. 64,878. 

. Louis. The Woman's M ine. monthly. 
wean and home. laws Pun. Co. Proven aver- 
age for 1903, 1,845. Actual proven aver- 
age for ist 12 ann by i. 611,938. Every issue 
guaranteed to exceed 1,500, 000 copies—full 
count. Largest circulation of any publication 


in the world, 
MONTANA. 
Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 geveral circulation, 
Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10,6127. Sworn net circu- 
lation from Jan. / to June 30, 1904, over 14,000. 
NEBRASKA. 
Lincoln, Daily Star. Actual average for 1903, 
11,165, September, 1904, 15,795. 
Lincein, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1904, 149,808. 
Lincoln, Freie Presse, weekiy. Actualaverage 
for year ending June. 1904, 152.088. 
Lineoln, Nebraska Farm Journal. Monthly 
9p ene: yeur ending August, 1904, 14,400 (3). 


aha. Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1903, 29,084, 


Omaha. News, daily. Actual average for 1908, 
41,824. B.D. Butier, New York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Telegraph, dy. and wy. Daily aver. 
10 MOS. ’04, 2,870; October, 04, 8,169. 
NEW JERSEY. 
Camden, Daily sede ion Est. 1876. Net aver. 
circulation for 8 mos. end. Aug., 34, 1904, 8,229, 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, &,798 sworn. Jan.,1904,5, 889. 
Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, Ye. 019. 
Hoboken, Observer, St; Actual average 
1902, 18,097 ; Sept., 1903, 22,751. 
Jeraey City, Evening Journal. Average fer 
1903,19,012. First six months 1904, 21,02 
Newark, Fvening News. Evening News Pub. 
Co. Av. for 1903, dally 98-896. Su y 16,291. 
Newmarket. Advertisers’ Guide,mo. Stanley 
Day, publisher. Arerage for 1903, 5,125, 
Washington, Star,wy. Sworn ar.’03,8,759. 
Sworn aver. for year ending Sept. 1, ‘0h, 8,904. 
NEW YORK. 
Albany, Journal, evening teas Co. Daily 
average for September, 21.656. 
Albany. Times-Union, every evening. 








Actual daily average for 











1856. Average for first three months 1904, 9 Gee. 
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Batavia. News, evening. Average 1903 
6,487. Six months, 1904, 8, 1904, 6,310. 

Binghamton, Evening He: Herald, daily. Herald 
Co. Average for first three months 14, 18,210, 
Buffalo, Courier, morn.; Enquirer, even. \V. 
J. Conners. Aver. for 1903, morning 50,882, 

evening 88,082; Sunday nday average 68,586. 


Buffalo, Evening News. Daily average 1903, 
79,408. First 3 months 1904, 85,949. 

@atskill. Recorder, weekly. Harry am, edi- 
tor. 1903 av., 8,408. Av. August, 1904, 8,659. 


Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Onl y Dem. paper in county. 


Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulution 1903, 2,821. 

Mount Vernon, Daily Argus. Average 1903, 
2,959. Westchester County’s leading paper. 

Newburgh, News, daily. Av. for 1908, 4,487. 
4,000 morethan all other Newb’gh papers ined, 

New York City. 
American Machi w’y, construc. 
(Also European can. ’ tion.) Average 1903, 20,475. 
Army & Navy Journal Est. 1863. Weekiy aver. 
for 1903, 9.026(@©). Present circulation (May 7) 
9,415. W.C. & F. P. Church, Pubs. 

Automobile (The), weekly. Flatiron Building. 
Average circulation 1903, 10, 

Baker’s Review, monthly. _ W. R. Gregory Co., 
publishers. Actual average for 1903, 4,450. 
Average for last three mouths 1903, 4,700. 

Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. Average for 1903, 29,208 copies. 

Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689) 








Dry Goods, monthly. Max ay 77 a pub- 
lisher. Actual average for 19 Tor 1903, 


El Comercio, mo. . Spanish export. J. Shep 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review, weekiy. Electrical Keview 
Pub, Co. Average for 1903, 6, 1903, 6,885 (OO). 


Elite St my my yg hly. Purely fashion. Actual 
average for 1903, 62 


Engineering News. A weekly journal of civil. 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 1903, 48,241. 


Four-Track News. monthly. Actual av. paid 
Sor six months ending October, 1904, 100,000. 
November edition guaranteed 100, 000. 


Haberdasher, mo., i. 1881. Actual arerage for 
1908, 7.166. Binde wit and t O 
receipts distributed ‘monthly ly to B-Raf 


Hardware Dealers’ Magazin Magazine, morthly. 
In 1993 no issue less than 17.000 (©©). 
D. T. MA’ , Pub., 253 Broadway. 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual average 1903, 86,540. 


Leslie’s Weekly. Actual aver. year end. sug. 
1904, 6Y,07T (3). Pres. av. over 75,000 weekly. 


Leslie’s Monthly Magazine, New York. Arerage 
circulation for t ast 12 a a 112. 
Present average ci ition 257,60) Novem- 
ber number guaranteed 800,000. 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5.588. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


New Thought, monthly. 27 F. 22d St.. New York. 
pane | Flower. publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy free for the aski 
Worth examination. NEW THOUGHT has made 
money for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903,104,977. 

Pocket List of Railroad ilroad Officials, qly. Railr'd 
&Transp. Av. 1903, 17.992; April, 1904,19, 728. 

ant People’s Home Journal, 515.250 monthly, 

ood Literature, 454.888 monthly, average cir- 
‘or 193—all to paid-in-advunce sub 


cute 
seribers. F, M. Lupton, igher, 
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PRINTERS’ Ink, a jour- 
nal for advertisers, pub- 
lished every Wednesday. 
Established 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average. for 1904 up to the 
week ending November 
16, 1904, 14,880. 


The Ladies’ World, mo.. hi mo.. household. Average 
net paid circulation, ‘1903, 480,155. 

The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily average for 1903, 11,987. 

The World. Actual aver. for 1903, Morn., 278,- 
607, Evening, 857,102. Sunday, BBs, 650. 

Toilettes, fashion, monthly. Max Jagerhuber 
publisher. Actual average for 1903, 61,800. 

Rochester. Case and Comment, mo. Law. Av. 
Sor1903, 8U,000 ; 4 years’ average, 80,186, 

Panag mg Gazette, daily. A. N. Liecty. 

Monk i = 1902, 9,097. Actual average for 

fea 628. 





Seeeniini: Evening Heraid, daily. Herald Co., 
pub. Aver. 1903, daily 88,107, Sunday 88,496. 

Utiea. National peneertens Contractor, mo. 
Average for 1903, 2.7 

an tien, Press, aaiy, ai A. Meyer, publisher, 

Average Sor 1903, 14.0 

Warsaw, Western ae Yorker, weekly. Arer- 
a Sor 1903, 8,802. in county of 32,000 with 

e daily. 


NORTH CAROLINA. 
PR yarns Observer. North Carolina’s Sore- 
net newspaper, Act. daily av. 1903, 5,5 

Sunday. 6,791; semt-weekly, 8,800. First ‘three 
months 1904, 6.578 eis 

Elizabeth City, Tar Heel, bene Actual 
average 1903, 8,500. Covers Covers ten counties. 

ai h. Biblical Recor der, weekly. Arerage 

908,8.872. First five months 1904,10.166. 
NORTH DAKOTA. 
—— Forks, Herald, dy. av. for April, 1904, 
862. Will guar. 6.060 for year. N. Dakota’s 

BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand Forka. Normanden, sweekly. Av. fors903, 
5,451. Guar. 6,700 after November 1,1904, 

OHIO. 

Akron. Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. Sept., 1904, 9,642, 

Cleveland, Plain. Dealer. Dealer. Est. 1841. Actual 
rt average 1903, 66,445; Sunday, 60,759. 
+ 1904, Seo28 daily ; daily ; Sunday, 70,718. 


Dayton Daily News 
Guaranteed 
Circulation 


For six months ending August 31, 1904, wa 
19,034 copies per issue. Certified ys 
Advertisers Bureau of Circulation Ex- 
aminers. 

Larger circulation than other three Dayton 
dailies combined, Write it in the contract, 
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Mansfield, News. Act. aver. year end. 
June 30,04, 4,280(). First 6 mos. '04,4,882(%). 
Springfield, Press-Republic. Aver. 1903,9, 288, 
April, '04, 10,155. N.Y. office, 523 Temple Court. 


Washington Court House, wa ette Co. 
rd, tie Actual average 1903, 1,775. 
. D’y av.’03,11, 009. 
Lacoste Mastsel, WY Bis | Eastern Reps. 


quar, Signal, daily, 1 daily, reaches 8. E. Ohio. 
uarantees 5,000. Average six mos. 1904, &,814. 


Zanesville, ‘vimes-Recorde er. Sworn av. Oct., 
1904. 9,571 (4). Guaranteed double nearest com- 
petitor and to exceed combined competitors. 


OKLAHOMA. 


Guthrie, Oklahoma Farmer, weekly. Actual 

average 1903, 28,020. 

Guthrie, Oklahoma State Jo pao dy. and wy 
Aver. for 1903, daily 20,062, weekly 25.012. 
Year ending July 1, 703, dy. 19,868; wy. 28,119 

Oklahoma City. The Oklahoman. /903 aver., 
5,816; Oct.,’04,8,802. EH. Katz, Agent, N.Y. 


OREGON. 


Portland, Even 
Sworn cire’n six moni 


Ainat, 





Telegram. dy. (ex. Sun.). 
ending June 30, 21,148. 


Portland. Oregon Daily Journal. Actual aver- 
age for first ten — 1904, 14,760. Actual 
average ‘ober, 16,0 


PENNSYLVANIA. 
Cheater, Times, ev’g Y, Average 1903, 8,187. 
N. Y. office, 220 B’way. ay. F. R. Northrup, Mer. 
Erte, Foople. weekly. 4 Aug. Klenke, Mgr. 
verage 1903, 8,088. 


Erte, Times, dai! # Average for 1903, 12, 208. 
October, 1904,14,819. E. Kutz, Sp. Ag., N. Y. 

Harrisbu Tel egraph. Daily sworn average 

October, 190841 1,50 06. "Largest cireulation on 
Ha arrisburg guaranteed. 


Philadelphia, American celanies 
for 1902, 19,327. Av. March, 1903, 16,827. 


In Philadelphia there are over 


A 


Av. 


230,000 homes. The circulation |: 
of “The Bulletin” during the 
month of October, after deduct-| ‘ 
ing all damaged, unsold and 
returned copies was 187,539 
copies per day. 

When the number of undesir- | « 
able homes are deducted from 
this total it would seem that 
“The Bulletin” every evening 
goes into nearly every buying 
home in Philadelphia, 
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The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


October Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of September, 1904 


SUSRRENE 


wu 
—-— 





NET AVERAGE FOR OCTOBER 


140,209 copies per day 


BARCLAY H. WARBURTON, President. 
Philadelphia, Nov. 1, 1904. 





Philadelphia, a Journal, monthly. Wil- 
mer Atkinson Company, publishers. eecape 
for 1903, & ? Ink awarded 


the seventh Sugar Bowl to Farm Journal with this 
inscription 
“awarded June 2th, 1902, by 

“ Printers’ Ink, ‘The Little 

“* Schoolmaster’ in the Art of 

= « Senet ity to the Farm 

eT A CANVASSING 

ra woe ge extending over a 
“period o; @ year, t 

“ those publiched in the Gite tes, has been 

= pronounced. the one that best serves r purpose 

“as an ed: and ‘or the a ltu- 

‘ral population, and a od an effective and economi- 

‘cal with them, 


among all 








“* through its a porticing columns.” 


Philadelphta, German Daily Gaze’ 
wat ee Jirst six mos. 1904, datt 15,912, Sun: 
87,268. Sworn statement, Cir. books open. 
«Philadelphia Press. Daily average r end- 
g October 31, 1904, 118,149 ) net copies bold. 
pment Sunday School Timaee, aie 
aemage for 1903, 102, 61. -_ for rates to 
The Religious Press A ti 
Pht The Groce Grocery World. “Actua, 
werage year ending August, August, 1904, 11,741. 
" Setartine Evening Chron: Chronicle, Official county 
organ. Daily average 1903, 6,648. 


Weat Chester, Locai News. daily. 





W. dG. 


Hodgson. Average for 1903 15,168. 
Williamaport. Grit. America’s Greatest 
Weekly. Net paid Smith 


average 1903, 181,868. 

& Thompson, Keps., New York ‘and Chi icago. 

on Dispatch, ony. © ee Publishing 
Average for 1903, 8,10 


RHODE ‘ISLAND, | 
Providence, Daily Journal, 16,48 


Sunday, 19,892 «© 3). poral "Bulletin 36,8 386 
average 1903. Providence Jou ence Journal Co., pubs. 


LG: iy Saye SEER ike 
SOUTH CAROLINA. 


Oharleaton, Evening Post. Actual dy. aver. 
for third 3 months 1904, iB, 974, 


Columbia, State, daily. State Co., publishers. 
Actual aver. for 1903, daily, 6.568 ( ” = 
weekly, 2,015; Sunday,%,.705 A 
for r, 1904, daily 8,649, Sunday 9,908, 























TEN NESSEE. 


Chattanooga, Aver- 


f October. 41,680 (iF). 
age September and October, ier (3%). 
Lewisburg, Tribune, ame. Ww. M 
Carter. Actual average /903, 1,201. 


Memphis, Commercial Ap Appeal, atte. Sunday 
weekly. A dally 28,080, Sunday 
88,080, weekly tt, 33 1 nad. ist 6 months, 1908, 
daily 88,447, Sunday 45,898, weekly 88,109. 

Memphis, Morning News. Actual daily aver- 
age for 1903, 17,694, For six months ending 
June, 1904, 21,589. : 

Nashville, Banner, daily. Aver. for year 1903, 
18.772. Six months 1904, 20.851. Only Nash 
ville dailyeligible to Roll Roll of E Honor. 

Nashville, Progressive Teacher and Southw’n 
School Journal,mo, Average for 1903, 9,500, 


TEXAS. 

Denton, Denton Co. Record and Chronicle 
wy. W.C. Edwards. Average for 1903, 2,689. 

El Paso, Herald, Dy, av. 1903, 8,265; April, 
190h4,4,284. Merchants’ canvass Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 

Paris, Advocate, im Lada ‘Gy. W.N. Furey, pub. <Act- 
ual average, 1903, 


VERMONT. 


Barre, Times, daily. F. E. Langley. Aver. 1903, 
2,710. Five months in 1904, 8,062. 


Burlington, Free Press. Daily av. 03, 5.566. 
81-2 mos, to Sept. 15, 6,854. At present 6. 6,900 0. Ex- 
amined by Associa tion ion of Amer scan Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, &,046, sworn av. Aug., 1904,6,161. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 
pat 5 fal 1903, 77,4823 February, 8,448; 
arch, 


Richmond, News S Leader, every evening e 
t Sunday. Dail: average February 4, 1903, to 
Fornary 4, 1904, 22, The largest circula- 
tion between Washington and and Atlanta. 





quichment. Times-Dispatch, morning. Actual 
six months endin hune, 1904, 
bin High price c circulation with no waste 


vor a tay In ninety per cent of Richmond 
homes, The State paper. 


WASHINGTON. 
Seattle, Times. Actual arer. circulation 
6émonths 1904, daily $6,348, “sunday 48,679. 
By far mops daily and Sunday in State. 


Tacoma, Ledger. Dy. av. 1903, 12,7173 Sy., 
15,6133 Bon 8,912. Avera i be 6 ~_, = ‘pt. oe 
14, 872; Ne 18,294: ye F ner. Beck: 
wi th, rep ibune Bldg., 


WEST vinextus, 
ee . Sentinel, oy. R. E. Hornor, 
ub. ‘or 1903, 903, 2,801 ( 054). 


w a iy Daily p ae cirewn 9.707. 
Sunda circu’n 10,8 ae For 12 months up 
t» daypald otreu’n Guarantees a paid circulation 


News. 
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WISCONSIN. 
La Orosse, Chronicle. Daily avérage year end. 
June, 1904, 5,885 (Hk). Aver. ‘Aver. Tume.toud, 4.671. 


La © Leader-Press evening. Actual 
average "908, 903, 5,590. }- Average June, 1904, 6,108. 
Milwaukee. Evening Wise Wisconsin. fy. i.vg. Wis- 
consin mo Average 3, 21,98 ber 
1903, 25,09 03 October, 1 190k, er, 1904, 97,264 66 
Milwaukee, Germania-Abend iv. for 
year end’g Feb.,’04, 28,876; a av. Feb.,’0 2a Sb8. 
Micnyinen. Journal, daily. Journal Co., 
Av. end, June, 1904,86,016. June, 1904, Serere. 70. 
Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228." 


Raeine, Journal, daily. Journal Printing Co, 
Average for 1903, 8, ‘TOR, 02, 


Racine, Wisconsin Agriculturist, week! - 
tablished 1877. Aver. for 1903, 88,181. ret 10 
months 1904, 86,754. Advertising, #2.80 per inch 


Ch bing ey dail 

eyenne, une, A ily average for 

-~ 709.” 4 A 
ock Springs, Independent. Weekly a 

P. $908, 1,055. First eight months 1904. 1,582, 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
publisher. Average for 1903, 5,888; 
October, 1904, 8,089. 
Victoria. Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 

Winnipeg, Der Nentunion, agen Canada’s 
German newspaper, covers the entire German 
speaking populition its exclusive Geld. Aver- 
age for 12 months end: vding June 30, 1904, 10,798. 
Winnipeg, Free Press and ey edt 
aoe it 1903, daily, 1%, Se. 3 weekly, 1 vos. 
Daily, October, 1904, 27,287. 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
September, 190k, 6,306. 
NOVA SCOTIA, CAN. 
Walifax, Herald (© ©) and Evening Mail. 
Sworn circulation 16,000. Flat rate. 
ONTARIO, CAN. 
Toronto, Canadian Implement and \egemnen 
Trade, monthly. aree or 1903, 5,875. 
Toronto. Star. year cutis 
October, 31, 29,248: fur Octo eraser, 2,416. 


Toronto, The News (Independent), evening, 
daily. Aver. first nine months, ee, 58,187 Gh. 
Average for October, 1904, 85,559 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515. 

wr 


Montreal. La Presse. Treffle Berthiaume. 
lisher. Actual average 1903, daily 72, 
Montreal, Star,dy.&wy. Graham&Co. Av. 
— dy. 55,127, wy. 12 269 (1145). Six mos. 








e ual to any other two Wheeling papers combined. 





Average April, 1904, 80.116. 
d. May 3/,'0%, dy. av. 65,147, wy. 122,157. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








ARKANSAS. 
N Arkansas the LITTLE Kock GAZETTE is the 
leading and oidest newspaper and carries 
more Wants than all other Ark. newspapers 
combined. , lc. a word. Minimum rate, 
20c. Average circulation, 8,784. 


CALIFORNIA. 
HE Tres prints more Want” and otherclas- 
sified advertisements than the other five 
newspapers in los Angeles combined. it is the 
medium for the exchange of commercial intelli- 
— throughout the w hole Southwest. 

INE CENT A WORD FOR EACH INSERTION ; 
minima ow 25 cents. Sworn daily average 
for year 1903, 36,656 co; Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
‘|. HE Denver Post, Sunday edition, Nov. 13, 1904, 
contained 3,694 want ads, a total of 88 |- 16 
columns. The Post is the big Want medium of 
the Rocky Mountain region. e rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 


DELAW ARE, 
ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 


I Delaware the only daily paper that 

antees circulation is ** Kvery Evening.” ait 
ang more classified Bongene > F than all the 

ot 








DISTRICT OF COLUMBIA. 
n, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in W: nm and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DaY. 


GEOKGIA. 
T HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 





ILLINOIS, 
EORIA (Ill.) JOURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 





T= HE Chicago mg News isthe city’s ‘Want 
directory. 1t published during the year 

1903 10. 781 — of “classified” advertising, 
consisting of 634,626 individual advertisements. 
Ot these 205,556 were transmitted to the DaILy 
News office by telephone. Nofree Want ads are 
published. The DamLy News gag Ae a all 
objectionable advertisements. every- 
who poets the E) ends the D language ad around 

=: eat Oftee Chi pe rr the DalLy ‘News, ” says 





INDIANA. 
HE MARION LEADER is recognized as the best 
result getter for want ads. 


M\ERRE HAUTE Stak carries more Want ads 
than all other ‘lerre Haute dailies. 


[aDtawarotss StaR since semana first has 
more = doubled the volume its Classi- 

fied adverti: . On Sunday, April 10, the Star 

carried more + @ two full pages of Want Ads. 


‘THs Indianapolis News during the first six 
months of 1904 printed 66,240 more classified 
advertisements than all Hooggeh op] of Indian- 
apolis combined, » Printing a to tal of 137,217 sep- 
arate paid Want ads d uring 1 that time. 

UNCLE Star carries more Want ads than 
any other Indiana morning newspaper, 

with the exception of the Indianapolis Star. 





IOWA. 
HE Des Moines CaPiTaL guarantees the larg- 
est circulation in the aR of Des Moines of 
the want ad medium 
of te, 0 ord. By the month, 
or 4 It 's ‘published = evenings a week. 
the big day. 


KENTUCKY. 
Ts Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 26c. 


MAINE, 
Tse Bangor DatLy News, of Bangor, Me , best 
Want adv. medium; 4 lines 10c. per issue, 


‘J. HE Eventne Express carries more Want adz 
than all other Po:tiand dailies combined. 


MARYLAND. 
Ts Baltimore News carries more Want Ads 
than any other Bajtimore daily. =s is the 
recognized Want Ad mediurr of tim: 


M gg He TS. 
‘(HE Brockton (Mass.) DaILy * ENTERPRI 
carries more than a solid page of “want” 
ads—30 words 5 days, 25c. Copy mailed free. 


']‘HE Boston TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its fleld,and every advertisement 
is ora for at the established rates. 


rp HE BosTon EVENING TRANSCRIPT is the lead 

ing educational medium in New England 
It prints more advertis ements of schools and in 
structors than all other Boston dailies combined 


'I\HE Boston GLOBE, daily and Sunday, carries 

more “want’’ ads thanany other paper in New 
England because it brings results to the adver- 
Siew. During the first six months of 1904 the 

ston GLOBE printed 213,506 paid ‘“‘wants,’’ 
which was 81,004 more than appeared in any 
other Boston paper. Every want’? ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 


MICHIGAN, 
~AGINAW CouRIER-HERALD (daily), only Sun- 
day paper; — wetter; circulation 10,500; 
lc. word; }¢c. su’ bseque ent. 








M VESOT A. 
THE St. Pau DISPATCH is the leading “Want” 
medium in the Northwest, read and relied 
upon by everybody in its city and territory 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903 —53,044 ; now 57,624. 


IGURES that prove that The Minneai 
sepevins on carries ey most — Ads’’o' 





lis 
any 


Journal Competitor. 
For year 1903, 2,980 cols, 1,900 cols. 
10 months 1904, 2, "978 o 1,840 “ 


'(.HE MINNEAPOLIS TRIBUNE is the poncernined 

Want ad medium of Minneapolis and has 
been for many pie. It is the oldest er 
apolis daily and over 90,000 subscri 
which is 25,000 eh a day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Minneapolis, by 
many = eee than any other evening paper. 
It of Want advertise- 
ments every week at full price (average of two 
pages a day), ne free ads; price covers both 
morning and evening issues. No other Min- 
neapeye daily gperion anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 


MISSOURI. 

TS: Joplin GLoBe carries more Want ads 

han all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, bec. 
[HE Kansas City JOURNAL (every mening 

including Sunday), one of the rooognes 

Want ad mediums of the United States; 21 to 35 


columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5 centsa nonpariel line. 


NEBRASKA. 
6 be L'ncoln DamLy Stak, the best “‘Want Ad” 
medium at Nebraska’s ca ital, Guaran 
—_ exceeds 12,000 da: Rates, 1 cent 
7s Saturday rate, 15 words ab 
times, 15 cents, cash, DAILY STak, Lincoln, N 




















NEW JERSEY. 
Lizabere DAILY JoURNAL Covers population 
Largest circulation. a re- 
sults. “ay “Want” medium. Cent a word 
NEW YORK. 
: gar Post BxPanes is the eg afternoon Want 





Aue EVENING es Eastern N. Y.’s 


best paper for Wants and ¢lassified r% 


AILY ARGUS, Mount Vernon, N.Y. Great 
D est Want in W ae 


N vn the LXADER carries la: 
I ronag?; hence pays best. best. BECKWITH, N. Y. 


UFFALO NEWS with ove with over 87,000 circulation, 
B isthe only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


HE TimEs-UNION, of Albany, New York. Bet- 
T ter medium for wants and other classified 
matter than any other paper in Alban ny’ and 
arantees a circulation greater than all other 
fay papers in that city. 


RINTERS’ INK, published weekly. The rec- 

ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, Office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 

NORTH CAROLINA. 

Tie EVENING SENTINEL, Winston-Salem, N.C., 

io in ads and circulation. Want ads 1c. 
a word. 








OMLO, 
N Zanesville the TrmEs-RECORDER prints twice 
as many Want ads as any other paper. 


‘(HE Zanesville SIGNAL reaches 64 towns in§. E. 
Ohio, also 68 rural routes; c. a word net. 


OUNGSTOWN ViInvIcaTOoR—Leading ‘‘Want’ 
medium. lc. per word. Largest circulation 


| gp yd (0.) News always leads in Want ads. 
One cent per word per insertion. Largest 
circulation. 


OKLAHOM ag’ 
IRE OKLAHOMAN, Okla. City Publishes 
more Wants than avy four At ys competitors. 
@REGON. 

HE Portland, Oregon DAILY JOURNAL, every 
pe aE and Sunday morning. carries more 
. my ads’ n all the other evening papers 
n Oregon osmnined, ——e its afternoon 
Porn! conmuineanes. :5 cents a line 
each insertion—seven eaieariacin including the 

Sunday JOURNAL, for the price of five. 


PENNSYLVANIA. 
HILADELPHIA =. us ognl BULLETIN— 
Want ads in THE BULLETIN . because it 
goes daily into ty Philadel hin fomes than 
a an | ry elphia there are 
HE 





ULLETIN’S circulation, 


= 4 during the month of August averaged 
18,017 copies per day, net “ (see Roll of 
Honor), goes each evenin: a majority 


of these homes. In Philade wie ys * . ape 

body reads THE BULLETIN. BULLETIN 

not print in its classified columns advertisements 

Pd a LF yey) or doubtful nature, those that 
or coin clauses, nor those that do 

not t ofer legitimate employment. 


In Philadelphia there are 
,000 Germans. 
60,000 own their homes, 


ferman Daily fazette 


Daily and Sunday, goes 
into nearly every one of 
these buying homes. 
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ary a (Pa. ted Times. Circulation over 
11,000 daily. Classified rate, 5 cent a line. 


Ts Chester, Pa., TimEs carries from two to 
five times more classified ads than any 
other paper. 
TENNESSEE. 
Mamas Mornine News—most Ro a 
pT in the ae Rensenis territory. Circulation 
000, Carries 14 columns c 
bem = H- Sunday issue. Rate, 5 cents per line. 
VERMONT. 
cae Burlington DAILy NgEws is the popular 
pooe and the Want medium of the city. 
Reaches twice as many people as any other and 
necessary to 





carries more Want aas. Absolute 


any advertiser in Burlington ari ry. 
VIRGINIA, 
4 HE News LEADER, Eg ublished every afternoon 
except Sunday, Richmond, Va. Largest 


circulation by long odds (27,414 aver. 1 year) and 
the recognized want ad dvertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WASHINGTON. 
T HE Tacoma LEDGER, Daily and Sunday, 
ries more Want ads than Dall the other: hows. 
papers in Tacoma combined. 


WISCONSIN. 
N° .2 paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 
PD eg GAZETTE, daily and_ weekly, 
500 subscribers in the million dol- 
t, the richest section 


of the Northwest. Rates; Want A aily, 3 

lines 3 times, 25c.; weekly, 5c. line. Big results 

from little talk. 

Nees MILWAUKKE SENTINEL not only leads its 
field in both display and classifit mire but car 

ried more than one-half of all the classified car- 


ried by the five Milwaukee evening and morning 
papers combin 

Daily, 7c. per line; poate) 10c. per line; lower 
on contracts, SENTINKL COMPANY, Milwaukee, 
8. 


ADA. 
) and the Ma1r—Nova 
ant ad mediums. 


CANADA 
HE Halifax HERALD ( 
Scotia’s recognized 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada. (Daily 80,000, saturdays 

100,000.) Carries more want ads than any French 
newspaper in the world. 


> DAILY TELEGRAPH, St. John, N. B., is the 

t ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


HE Toronto DaiLy Star is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more gene advertising than 
any other Toronto paper. Sworn daily average 
circulation, October, ’04, 32,416. 


HE Montreal DaILy STAR carries more Want 
advertisements than all other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any o\her weekly paper in Canada. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’S Classified advertisements 

is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the Fy perfect 
confidence in them iaynhn next to the large circu- 
lation is perhaps the test reason why they 
bring such pote venue: - the advertisers. 


T= Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
dolly paper in Canada and more advertisements 
of this nature then are contained in all ig other 
daily papers published in the Canadian N a 
west combined. Moreover, the FREE 





as 
ries larger volume of general edivertisingy 
than ‘ any rocher daily ily paper in a Dominion. 


ads a rin the 
Sunday (‘oLowisT than in any other paper west 
of Winnipeg. One cent a word each issue. 

ple copies free. 
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county attorney, in tryiy 

was in the dear old States 
said to the court: ‘‘When a man planks down his m 
gives him a right to—to sell liquor.” And the counim 
intent than for what he is willing to pay his money 
the conditions under which a publisher may obtai 
rectory the story of the Maine county attorney com 
hundred dollars for the accuracy of his circulation 
custody of Rowell’s American Newspaper Directo 


evidence of what he means to do. The guarantegri 


never taken away from a publication that lives up 
effective and the most exclusive advertisement ob 
Associations, individuals and private accouijs 
at atime when the newspaper desires such an investig 
the impression which the guarantee star and its 
thoughtful and intelligent advertiser, one who knowe 
These few remarks are addressed to the think 
business upon the merit of their publications. 
There are publishers in this country who woul 
in the 1905 Rowell’s American Newspaper Directo 
would be accepted, as there may be who apply. [nh 
the follow 


The Philadelphia Bulletin # 
The Denver Post 1 
The Kansas City Star 

The Minneapolis Tribune 


New York City, 10 Spruce Street, 
Nov. 30, 1904. 
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la was a court reporter, the 

ingrove a rum seller guilty—it 

ine, the best in the Union— 
@foran R. L. D. license he means to do what the license 
pmey added: ‘‘There isno stronger evidence of aman’s 


m™ That's a number of years ago—but whenever I read 
i guarantee star in Rowell’s American Newspaper Di- 
my mind. When a publisher is willing to forfeit one 
ment, and when he is willing to put this sum into the 
he purpose intended, then he furnishes the strongest 
aris the highest symbol of a publisher’s intent. It is 
conditions imposed, and it is therefore a low-priced, 
le. 

smay make periodical investigations of newspapers 
ia but their ephemeral nature cannot and will not make 
mpanying average for a whole year past does upona 

e value of the staple year-by-year circulation. 
hinkublishers, who believe in building solid, conservative 


#glad to pay one hundred dollars for the guarantee star 
ctorgt there will not be as many from whom the money 
Infi90g Directory the guarantee star has been granted to 
llowmight papers: 
Pittsburg Post 
Los Angeles Saturday Post 
Peoria Star 
Toronto Mail and Empire 


HAMS J. ZINGG, Manager, 
I's #ican Newspaper Directory. 
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A JOURNAL FOR ADVERTISERS. 


‘THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


—e—e—n—r wr" 
ta” Issued_every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencenisa 
weeceutype plates 18 is always posible to supply 
‘atereotype salways possi oar 
back numbers if wanted in tots of 500 or more. . 


ADVERTISING RATES: 

Advertisements 20 cents a line, pearl measure, 
B lines to the inch ($3); 200 lines to thepege ($40), 

Yor by the adver- 
tisers, if Fy douvle price is amined 

On time an the last copy is repeated 
when new cup; ls to come tohand one week 
in advance of Ff or publication. 

Contracts by month, quarter or year, may 
be discontinued at ~ pleasure of the advertiser, 
and space used paid for rata. 

Two — A smallest advertisement taken. Six 

i hii aapeaving readi tter i 

ve! + ap as ing matter is in- 
ted tr 


ree. 
All advertisements must be handed in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
ae 








Cuartes J. Z1ncG, 
Editor and Manager. 


OrFFices: No. 10 SpRuCS ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, NOV. 30, 1904. 


PUTTING PUBLICITY INA 
HOLE. 


What the public, or some little 
section of it, will think it worth 
while to flare up over is always an 
uncertain matter. Just now, how- 
ever, it is partially stirred by the 
Subway and the things belonging 
to it, especially the advertising. 
‘The people of this city, who have 
‘been perfectly quiet for years over 
nuisances, and customs that cause 
great inconvenience—among_ the 
latter being the chronic absence of 
street signs—are now in apparent 
hysterics over the gilt-framed ad- 
vertisements displayed in the Sub- 
way stations, 

* 














* * 


They are not really—nor are 
they likely to be—very many in 
number and they are notably more 
interesting than the miscellaneous 
hotch-potch of legends and styles 
that has for years been flaunted on 
the elevated roads, without any 
distinctly loud note of disapproval, 
Yet the new publicity causes a pro- 
testing breeze of disfavor and has 
even aroused attention towards the 
discovery of a legal way to abolish 
it. All of which, it would seem to 
a sane observer—when compared 
with the negligence the public is 
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supine over, and quietiy tolerates— 
is like straining at the proverbial 
gnat, while swallowing with ease 
the camel, 

* * * 


Over so little, and yet so large a 
thing, and one so easily done—the 
attachment of street signs—which 
might be accomplished in a single 
night with taste and delicacy, and 
which would be an immense favor 
to both residents and visitors, and 
would cost so little, how apathetic 
the city citizenship is—and the city 
government as well. Yet it would, 
if decently done, be an advertising 
that would help everybody that 
lives or comes here. Jn no other 
civilized coliection of streets in 
the world is so helpful and neces. 
sary a device as the street Sign $0 
wofully neglected as it is in this 
greatest metropolis of the Western 
world, This absence not only de- 
lays business, and. makes it trouble- 
some and wasteful of time, but it 
Gids criminality. In spite of all 
this, the chimera of business leg. 
ends under ground has the floor 


for discussion and hostiiity, as‘ 


much as if there were proved 

germs of disease connected with 

their differing stories and frames, 
* * * 

Having traversed the entire 
route of the Subway with specially 
attentive eyes—and other parts of 
it more than once—I confess I can 
see no special reason for dislike of 
the advertisers’ contributions there 
on behalf of business enlighten- 
ment. There really is some reason 
I think—and many reasons, in fact 
—to be used against surrendering 
the summer landscape, the green 
meadows and the mossy and 
lichened rocks, to the dissonant 
business notes when one goes 
where they are to get away from 
business, and all it suggestions, 
to hear’ Nature speak. But the 
public condones the offense involv- 
ed in thus perverting Nature, to 
fly against the neatly framed brev- 
ities shown underground, 

* * * 


If there were pictures by Corot, 
Daubigny, Turner and all the other 
great artists established in these 
frames, would not the public still 
complain? No doubt they would, 








to 
stat 
tise 


con 
lars 
all 

tict 














for these would do just as much 
to draw attention away from the 
station signs as the hated adver- 
tisements do. But I should say, 
considering the frequency and 
largeness of the street markings 
all along the Subway, and the par- 
ticularly distinct calling of them by 
the brakemen, that one who does 
not know where he is when the 
train stops, needs a guardian to 
travel with him, 
* * 

It is not absolutely necessary, of 
course that the Subway tunnel 
should help the advertiser or the 
buyer of goods. At least it is not as 
necessary as it is that the stations 
shall be made well known, But the 
last thing is admirably done. And 
so long as the advertising is of an 
agreeable kind, and not flagrantly 
offensive, it would seem to be not 
only a help but an entertainment 
to the Subway passengers, rather 
than an eyesore or an offensive in- 
trusion. If they were taken away, 
the only vision left would be a 
glance at the bare walls which are 
now diversified and are therefore 
less dull and monotonous than 
they would be if made blank and 
voiceless. Coir z. 


Tue British Printer, London, re- 
cently issued its tooth number. 
This journal, published monthly, 
was established seventeen years 
ago, and is representative of the 
typographical art in Great Britain, 


A TASTEFUL Thanksgiving card was 
sent out by the Paul E. Derrick 
Agency of New York to their present 
and future clients, The foreign offices 
of this agency are in London, Paris, 
Berlin, Cape Town, Sydney and 
Buenos Ayres, 





A CATALOGUE of great beauty 
comes from Geo. T. Brodnax, gold 
and silversmiths, Memphis, Tenn. 
Designed for high-class mail-order 
trade, particularly regular custom- 
ers of the house, it has been ar- 
tanged in most artistic fashion. 
Hundreds of articles of jewelry 
and plate are shown in fine, clear 
half-tones, and care has been taken 
i grouping these, many’ articles 
being shown as they would appear 
in actual service. 
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A THOROUGHLY healthy little 
freak magazine called The Fakers 
has been established at Little 
River, N. J., by A. C. Baker. Its 
purpose is to expose the many 
fraudulent concerns that swindle 
people through the mails by scheme 
advertising, and it shows up all 
the tricks of concerns against 
which the Postoffice Department 
has issued fraud orders. 





Ir is understood that the Wal- 
tham Manufacturing Company of 
Waltham, Mass., through its pres- 
ident, Mr. Harrison Williams of 
New York, has contracted with a 
prominent agency for a large ad- 
vertising campaign on a complete 
new line of Orient automobiles. 
But while the advertiser will em- 
ploy large space, it will be confined 
to a few mediums only, the adver- 
tiser preferring to spend the ap- 
propriation in this manner rather 
than scatter the expenditure broad- 
cast through the magazines. 





EUGENE W. SPAULDING. 


I don’t know how old Spaulding 
is. He must be over thirty-five; if 
he is fifty or anywhere near, he 
doesn’t look it. If you have ever 
seen him, you can make just as 
good a guess as any one else. No 
matter how old he grows, he will 
never look his age, and I would 
like to guarantee that when he was 
twenty he looked thirty-five. Alert, 
keen, forceful, self-reliant, he has 
qualities that fit him for the posi- 
tion which he holds as Advertising 
Director of The Curtis Publishing 
Company. 

Some one told me that he was 
born in Ohio, that his mother came 
from New England, and that at 
seventeen he started in a wholesale 
clothing store in New York to 
make his way in the world. At 
twenty he was a salesman, at 
twenty-five or six or seven was a 
big salesman, but had growr so 
sick of the road that he determined 
to make a change in his business 
life, no matter what, that would re- 
lieve him from the sample trunk, 
the owl train and the country 
hotel. 

John Brisben Walker, in 1880, 
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needed, or thought he did, another 
man in the advertising department 
of the Cosmopolitan, and somehow 
he heard of Spaulding. He en- 
gaged him for sixty days on trial. 
I doubt if Spaulding knew at the 
time of the engagement what was 
meant by an agate line. He, how- 
ever, saw the opportunity, threw 
up a position that was paying him 
a large salary and accepted the 
sixty days’ engagement. At the 
end of ten months he was adver- 
tising manager and remained with 
Mr. Walker four years and four 
months, when he was offered a 
position as manager of the New 
York office of The Curtis Publish- 
ing Company, at that time publish- 
ing only the Ladies’ Home Journal. 

Spaulding was in the office of 
Lord & Thomas, of Chicago, when 
two gentlemen came in, evidently 
of considerable importance, for the 
members of the firm immediately 
broke off their conversation with 
the representative of the Cosmo- 
politan to be polite to the new- 
comers, Spaulding saw that his 
opportunity for the moment was 
gone, and remarked: “I will run 
out and get my luncheon, and will 
be back in ten or fifteen minutes.” 
One of the strangers said: “If you 
are going to take your luncheon in 
ten or fifteen minutes, you had bet- 
ter take one of these,” and offered 
him a digestive tablet of some sort. 

That was the first meeting of 
Cyrus Curtis and Eugene W. 
Spaulding. 

Mr. Curtis, like Andrew Car- 
negie and John Wanamaker, has 
proved himself a good judge of 
men, and doubtless would attribute 
a large measure of his success to 
his ability in selecting for his lieu- 
tenants the proper man for each 
particular place. 

After some years as New York 
representative, Mr. Spaulding was 
made a director in the company 
and a participant in its manage- 
ment, and was given the title 
which he now holds of Advertis- 
ing Director, which means that the 
entire advertising force, with its 
offices in Philadelphia, New York, 
Chicago and Boston, is under his 
supervision and direction. That 
the position igs an important one 
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and that it is well filled is hegt 
evidenced by the business done. 

We have it on the best authori 
that the Ladies’ Home Journals 
advertising income is $1,200,009 
per year, and that the Saturday 
Evening Post, which started six 
years ago, now has an advertising 
patronage exceeding $700,000 per 
year. They claim that it has the 
largest circulation of any weekly 
magazine in the world. 

In a recent letter to the writer, 
Mr, Spaulding says: “I wish to say 
to you that while several adver- 
tising men have laid claim to 
“making” the Ladies’ Home Jour. 
nal, none of these gentlemen were 
connected with the Saturday Even- 
ing Post, so that anything that has 
been done to make that publication 
carry more advertising than any 
similar one in this country, and 
more printed lines during the hast 
year than any magazine of any 
kind, has been done under the 
management of yours truly.” 

Probably to him, more than any 
other man. do we owe the fact 
that the best publications in these 
days have a rate card that means 
exactly what it says. 

Keen, alert, a little too nervous— 
sometimes almost irritable—he is 
always on the lookout for new 
business of the proper sort; and 
by proper sort he has almost made 
it a hall-mark of respectable busi- 
ness standing for a firm to have 
its advertisements in the Curtis 
publications, 

With increasing years and ex- 
perience and the continual prac- 
tice of saying “no,” Mr. Spaulding 
has grown so straight that there 
at times appears a danger of his 
leaning backwards, It does take 
courage of a very high order to re- 
fuse advertising at six dollars per 
line, and Spaulding refuses lots 
of it. It takes higher courage to 
refuse a position when it could be 
given just as well as not, and 
probably no one would be the wiser 
for its having been given, simply 
because to give it would be unfair 
to some other advertiser. But men 
who know Mr. Spaulding best, 
know that he continually refuses 
such concessions and loses business 
by doing so.—Batten’s Wedge, 
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Symbols 
of 
SERVICE 
7 Many manufacturers and merchants who acknowledge the 
sig fact that advertising is the real power behind a good article, 


per and who use advertising agencies, do not rightly know the chief 
o thing to look for in selecting an agency. 
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ekly 

iter, Itis SERVICE. Not merely good rates. Not just prelimi- 

te . nary planning. COPY service. CONTINUOUS ATTENTION 

- to to the practical working out of plans previously agreed upon, 

= In this many agencies undoubtedly fail. 

pes No matter how ingenious and self-reliant your own advertis- 

pe ing department may be—one of our large clients is especially 

a well fitted in that respect—it not only pays in actual outlay to 

last reach the public through a good agency, but the constant appli- 

red cation of well-informed men in the agency to the details of your 
advertising—the discussion of words and phrases, illustrative 

fea methods, paper, printing, mediums, changing local and general 

ese conditions—these and the actual work of getting your advertise- 

an ments out right, on time, onto the right pages and into the right 

at positions—that is SERVICE. 

> 1S 

lew We could name many accounts of which agencies still well 

- known have made failures—many thousands of dollars wasted. 

isi- The plans may have been good. The SERVICE was wrong. 

a Our record for service is good. One of our accounts, a very 
large one, we have handled about twelve years, here and 

eX abroad, 

i a oe 

ing 

his Incidentally, let us talk foreign advertising with you. We 


we London. Time and experience abroad have given us a knowl- 
edge of foreign advertising and general conditions, especially 


ke were the first and are still the leading American agency in 
ots 
in the lucrative British and Continental fields, the value of 


nd which we can easily make clear to you. 

er 

ily 

‘ir The Paul E. Derrick Advertising Agency 

7 New York London Paris Berlin Cape Town Sydney Buenos Aires 
es 

Ss Postscript.—Mr. M. Lee Starke, who made “ Starke Service” famous, is 


how secretary-treasurer of this agency, 
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Yes, There IS a ONE-PAPER City | 
IT’S DAYTON, OHIO. 


The Dayton 
Daily News 


is in fully 80 per cent of the homes. 


Leads in Local, Foreign and Want Advg. 














COMPARATIVE RECORD for THREE MONTHS: 





NEWS Over HERALD. NEWS Over PRESS. 
Inches. Inches, 
August, local advertising - 1,34614 | August, local advertising - 6,673 
September, local advg. - - 1,191 September, local advg. - - 9,508 
October, local advertising - 1,390 October, local advertising 13,018% 
August, foreign advg. -- 510% | August, foreign advg. - - - 1,281 
September, foreign advg. - 1,00314 | September, foreign advg. - 1,617 
October, foreign advg. - - 2,829% | October, foreign advg. - - 4,054 


“To-Day’s Wants.” 


August, Mews Over Herald - - - 376 
September, Mews Over Herald - 664 
October, Mews Over Herald - - 925 








THE DAYTON DAILY NEWS guaran- 
tees more circulation than all other Dayton 
dailies combined. 





Write It in the Contract. 


Eastern Office, Western Office, 
LaCOSTE & MAXWELL, C. J. BILLSON, 


140 Nassau St., New York City. Tribune Building, Chicago, Ill. 
BER eeauiaisieal 
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8 FA ’ cy 
The Philadelphia Item Explains Its 
® 

Method To the Advertiser. 
that it not only has the LARGEST DAILY CIRCULATION, 
but that it has'more than THREE of the Sunday papers 
ing to law, awarded THE PHILADELPHIA ITEM the 
contract for one year for publishing the list of “ Un- 


Some publishers claim circulation; FEW PROVE IT. : 
THE PHILADELPHIA ITEM is the ONLY paper in the 
“Quaker City” that does. 

FIRST—A sworn circulation statement is furnished adver- 

tisers every six months. This has been done for fifteen 
years, and, although Geo. P. Rowell & Co. offered One 
Hundred Dollars to any one who could disprove it, it 
has never been done. 
SECON D—The Paper Company furnishes advertisers with 
a statement corroborating the amount of paper used. 
THIRD—THE PHILADELPHIA ITEM has had a standing | 
COMBINED, which offer has NEVER BEEN ACCEPTED. 
called for Letters” on account of its having the 


Pp | ( { 
offer for two years of Five Thousand Dollars ($5,000) 
FOURTH—The United States Government has, accord- 
LARGEST CIRCULATION. 


FIFTH—The only paper in Philadelphia publishing 
Theatrical News is THE ITEM. 150,000 people go to 
the theaters every week and have to read THE ITEM, 
daily and Sunday, to find out what is going on. 


SIXTH—THE PHILADELPHIA ITEM is the Official daily 
paper to publish Legal Advertisements. 3,000 lawyers 
and their clients take it every day on that account. 

The above is ample for any reasonable advertiser. 

THE PHILADELPHIA ITEM is one of the wealthiest 
papers in America. It owns one of the largest and 
best Hoe printing plants (in two buildings), which has 
been completely paid for out of the profits of the busi- 
ness. It ownsand runs Fifty Wholesale Delivery 
Wagons every day, equal to a big department store. 

THE PHILADELPHIA ITEM is Fifty-eight years old 

and never was more prosperous. 
All Foreign Advertising should be addressed to 


HARRINGTON FITZGERALD, Manager. 


«THE ITEM LEADS; OTHERS FOLLOW.” 


TAAAAAAARA 
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FOREIGN FLASHES. 


SUMMARY OF REPORTS FROM OUR CONSULS. 

A suggestion to American brush man- 
ufacturers and extensive advertisers is 
found in a report from Consul Halstead, 
who mentions that an English firm is 
supplying the hotel lavatories with hair 
brushes on the backs of which is an ad. 
The man who was clever enough to in- 
troduce this advertising system in selling 
“rights” to hair restorer and tonsorial 
establishments. 

* * * 

Consul-General Lay says that not a 
single American firm has applied for 
space in the great exposition of mining 
machinery to be held this Winter in 
Barcelona. Spain, while Germany has 
applied for a large area. 

* ” * 

The secretary of the legation at Pana- 
ma reports that a competition has been 
authorized by the Panama government 
offering a prize of $200 for a suitable 
design for a national flag and the same 
amount for an emblem or coat of arms. 

. * * 


The Chamber of Commerce of Sofia, 
the capital of Bulgaria, has recently 
established a special bureau for the pur- 
pose of gaining and giving information 
to native merchants. All catalogues 
should be addressed “‘La Chambre de 
Commerce, Sofia, Bulgaria.” 

* * * 

Consul General Guenther calls atten- 
tion to a note sent by the French consul 
at Havana to proprietary manufacturers 
in France stating that there is a growing 
demand for patent medicines in Cuba, 
where physicians are scarce, and advises 
American patent medicine men to act 
on this information. 

* * * 

The consulate-general at Bogota, Co- 
lombia, has lately received many re- 
quests for American catalogues, es- 

ecially of cheap watches, pocket-cutlery, 
Ere arms, drawing instruments, stationery 
novelties, etc. A public reading room 
has been opened where catalogues will 
be placed. Address, Alban G. Snyder, 
American Consul, Bogota, Colombia. 

* * * 


Space is rapidly being applied for by 
intending exhibitors at the Liege in- 
ternational expositions of 1905. etails 
may be had by applying to the consulate 
at Liege, Belgium. 

* * * 

According to Secretary Hay’s recent 
ruling our consuls should now be ad- 
dressed as American consuls instead of 
using the old confusing designation of 
United States consul. Dean BowMaAn. 


> 








THERE is a million dollar tobacco 
belt in Wisconsin which many national 
advertisers have never heard of. The 
Gazette, Janesville, Wis., has_ issued 
a booklet giving details regarding the 


industry, with statistics showing how 
it covers the territory. 
EE SSR ON SEES 
THE eighteenth anniversary of 


Goodhart’s Laundry, Chicago, was ob- 
served with a tasteful American girl 
posterette, put into the bundles of cus- 
tomers, 
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A COPY FOR EVERY STAFF 
MEMBER. 


THe Montreat “Star,” 
Branch Office for Ontario. 
Toronto, Nov. 18, 1904. 
Editor of Printers’ INk: 


What special club rate can you give 
me for about ten copies of Printsrs’ 
Ink, under your present limited sub- 
scription offer, good until end of this 
year? I am thinking of supplying every 
member of my staff with a copy. 

I agree with those who consider that 
at $5 the subscription price for PriWt- 
ERs’ INK is too high. do not say that 
the paper is not worth the money, but I 
do say that this price prohibits many from 
taking it, who would otherwise be regu- 
lar readers, and I believe in the end t 
your revenue would be greater with a 
smaller subscription rate. 

Tours truly, 
M. W. McGILtivray, 


4 
CHOKED OFF. 

The newspapers of Seattle are refus- 
ing the advertising which contains any 
mention of the word trading stamp. 

There are four daily papers in Seattle, 
three of which agreed not’ to encourage 
but rather discourage the trading stamp. 

When the trading stamps were plan- 
ned for Seattle, the larger stores agreed 
to have nothing to do with them, one 
argument being that if Smith’s grocery 
had a green stamp, Jones’ grocery would 
have a brown, etc., until every grocery 
had a trading stamp and the effect 
would be lost. 

The agreement has been adhered to. 

One store which was not in the agree- 
ment is using the stamps and has offer- 
ed four papers advertising which con- 
tained mention of trading stamps. Three 
papers refused on the ground that their 
contracts read “copy must be furnished 
which is unobjectionable to the publish- 
ers.” The fourth paper had no such 
clause and had to carry the advertising 
or stand a lawsuit. 

As the matter now stands, the trading 
stamp has practically no publicity in 
Seattle and is a failure. 

Advertising builds up, lack of ade 
vertising kills.—White’s Sayings. 

++ 


Five fac-simile letters from Boston 
retail advertisers, testifying to the 
value of the Boston Traveler as a retail 
medium, are sent out on behalf of that 


paper by its New York representatives, 
Smith Thompson. 
_ Hor 





A BOOKLET of interest to the small 
newspaper publisher is that describin 
“ready prints,” from the New England 
Newspaper Union, Boston. 








Advertisements. 
Advertisements 20 cents a line. Must be handed 
in one week in advance. Dit ay tupe and 
cuts may be used if . 

WANTS. 

rT} sma OO 
NFORMAT ** Binghamton, N. Y. 
i gives bi arios *mfrs’ cddveuses. 
AMPLE lithograph sheets for holiday edition. 

THE DEMOCRAT, Fort Collins. Colo. 

TRADE dail paper needs business manager, 
‘preferable with few thousand. Address 
“PARTNEK,” P. 0. Box 672, New York, 








us- 
ny 


le, 


p. 


ed 
1e 


ry 
ld 


ct 


- ef ee) 








M°r & than 247,000 6 coples s the morning edi- 
tion of the World id in Greater New 
York every day. Beats eats any rl other papers. 


OL pre h and business n menage © wanted, for 
ae oe and ei ng co Send 

full informat ion in first letter. “SOLICITOR,” 
care Printers’ Ink. 


posrriore epen, for competent Rowena 
orkers in all sore ents. 

booklet. FERNALD’S N baht Fg MEN'S EX. 
CHANGE, 368 Main St., St., Springfield, » Mass. 


ONCERNING TYPE—A Cyclopedia of Fvery- 

da; bape =A ore 4 as 
isi lan; ge pewise pp. fa 
tisine ranted’ A. 8-CARNELL» 150 Nassau St..N-Y 


yor, have had large experience on 

metropolitan newspapers; employed now 
on one; want the management of a newspaper 
on advertising Ce a ay ~ 33 years old; good 
salary. Address *'I.. T.,’’ Ta” Printers? Ink. 


ever advg. mer. mgr. (30), practical ad 
writer, capable solicitor, executive, sure 
business getter, desires to manage a 
for live publique, Highest a an 
business refs. “HIGH-GRADE,” 


RTIST can find desk-room in down-town 


trating; rent low and work given in exchange; 
best location in New York, with fine accommo- 


dations. 
“STUDIO.” care Printers’ Ink. 


P Ng yf = Fen for engage- 
ment Jan Hey ferred. One 
of the most successful solicitors n America, and 
widely known amon; & fronts Address 

HAMILTON DuU LAS, care Printers’ Ink. 


ANTED—Responsible agents for States or 
roup of States to represent us in the line 
of Artistic Calendars (plain or bas-relief) —_ 
other pverenas. novelties, Address eS 
8. CAMPBELL ART COMPARE, Elizabeth, 


vane ADVERTISER and and mail-order dealer 

should read THE WESTERN MONTHLY, an ad- 
vertiser’s maunene, Ly eet —~ ofany 
advertising journal in Am “rs a copy 
free. THK WESTERN MONTHLY 815 Grand 
Ave., Kansas City, Mo. 


ANTED—To represent a list of Al Dailies in 
the Chicago field. Am thoroughly ac- 
quainted with the agencies and am rated as a 
business os . If you wish to increase your 
revenue from this field, appoint my ged 
Highest references. “HUSTLER,” Room 822, 1 
La Salle St., Chicago, Ill. 


ANTED—Technical writer by 2 a lar a rom 
facturing concern; must 'y write 
quick to understand mechanical details and able 
to describe apparatus clearly and concisely. 
State age and agi Give references and su 
mit specimens. Address “TECHNICAL WRIT- 
ER,” care of Printers’ Ink, New York City. 


ANTED—Progressive Chicago sre 
Agency, now ig mee volume 0! 
business, has opening for orougily y comer 
energetic solicitor. Will Fan =~ er only a bi 
grade man, w! whose record is bsolutely clear 3 
who can his b ating ot abi- 
litv. Address, with full particulars, RO- 
GRESSIVE,” care of Printers’ Ink. 


R. MANUFACTURER: 


Thirty dollars bape 000 mail cards, folders 
or blotters, s} ly designed and illu: strated in 
three colors to fit your business and “land” cus- 
tomers. The Lewis a -up be aang never 
fails. If you want 1,000 new accounts, write to 
us on your letter-head. oy ST. ELMO. LEWIS, 
ine Advertising Specialists, 518 Walnut St., 
hiladelphia. 


N Grroeearirs FOR YOU—Many men fail 
succeed through lack of onpoctaniy. 

We m1 the right men te fill hundreds of hig' 
= rade opportunities now on our lists. ove have 

Executive, Clerical, and 

positions, ra ng. from $1,000 to $5,000 a year, 
which must led at once. If you want to 
better vour condition write for plan and book- 
let. Offices in 12 cities. HA DS (Inc.), Brain 
Brokers, Suite 511, 309 Broadway, New York. 
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Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the led col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St. 
New York. Such advertisements will be inse: 

at 20 cents per line, six words to the line, PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 


Sitosellty WANTED.—I am looking foraman 
to rat ype and pessies develop a live and 
ess. He ld be practical as to 

emng A rinting, wilhng to work and travel, 
and A. to present @ business proposition well. 
should appeal to the man who is seeking a 
genuine > There must’ be but who is not now rightly 
placed, such a man. Hisreply 
will, of course, be ramet & to convince me why he 
is the individual I foie his mere name and ad- 
ress would not do this. Address P. K., care 


W AXTED -Clerks sg and others with common 

school pn sree , who wish to qual- 
ify for reaay positions & week and over, to 

write for free copy of 1 At new prospectus and 
endorsements from leading concerns every- 
where, One grad 000 place, Cage 
$5,000, and ~~ number earn $1500. e best 
clothing adwriter in New York owes yo suc- 
cess within a — nae to my teachings. De- 

mand exceeds ply. 

GEORGE: Hi ‘OWELL, Advertising and Busi 

ness Expert, 82 Temple Court, New York. 





Publisher in Middle 
West wants Second- 
hand Four-page, Eight- 
page or Three - deck 
Perfecting Press. Give 
full description, prices, 
terms, etc., etc. Ad- 
dress R. P. H., care of 
Printers’ Ink, New York. 











+or 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
P Neb., for copyright lodg lodge cut catalogue. 


OOD PRINTING—600 enve envelopes, $1.50; 1,000 for 
$2.00. Other printing, same rate. SUN 
PUB. CO., Paulsboro, N. J. 


your jUR NAME on 20 0 Fashionable Visiting Corde, 
.; ag’ts wanted (elegant premiums); 1% 
samp. eh ADAMS CaR ARDCU.,New Haven, Conn. 


A FLYER—10,000 “dodgers, size 6x12, printed 
on good news paper on one side, ‘or 30c. 

r thousand; million lots for 20c. 
Yash with order. BECKMAN & 
ton, Ohio. 








thousand. 
ILSON, Ken- 





HALF-TONES. 


ERFECT copper half-tones, 1-col., $1; 
10c. per THE YOUNGSTOWN ako N. 
GRAVING CO. . Youngstown, Ohio. 


EWSPAPER HALF- eae 
2x3, 75c.; 3x4, $1; 4x5, $1. 
pereen ve when. cash eh -' the order. 


Ben 
KNO SVILLE ENGRAVING CO., Knoxville, Tenn. 


PREMIUMS, 


Rul ——~ ~' goods are trade builders. Thou 
v f suggestive premiums suitable for 
saviioan and others from = foremost makers 
welry and kindred 
— 500-page list Bis, lustrated catalogue, 

pp annually issue now ready; 
. F. MYERS CO.. Ow, 48-50-52 Maiden Laue, N.Y. 
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PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000(@@). 253 Broadway, New York. 


+ 
ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood Engravers, 10 Spruce 
e 8t., New York. Service good and prompt. 
a ee 
PRICE CARDS. 


EATLY designed price cards, 50 cents per 100, 

$3.50 ¥ 1,000; assorted: printed on tinted 
stock. TH BLAIR PTG. CO., Cincinnati, O. 

pa samen ~~ Laat Ronson 


PRINTING. 
Pe at reasonable prices. 
PRESS, Bethlehem, Pa. 
Roll Paper a age nite, om, 
ugnists, ¢ . Can be cu 
or re-wound, as desired. FINK & SON, 5th, above 
Chestnut, Philadelphia. 


MERIT 





DESIGNERS AND ILLUSTRATORS. 
ESIGNING, raving to engrossing. pane 
vin raphing, art prin’ 
ing. "THE K INGLE 10. . 


TUDO, Bway, 
ADDRESSES FOR SALE. 


5, 00 FRESH NAMES N. Y. farmers, $1. 
CLARK & CO., Kenmore, N. Y. 


DDRESSES for ‘Sale—18,000 names New York 
residents of the better om. _— nteed 
correct. KING, 106 William St., 


FFICIAL list of Stockholders of Cleveland 
Banks and Trust Companies, with ad- 
oes and number of shares held; 6,000 names; 
ice $2. 
H. J. VAN RIPER, Cleveland, Ohio. 
pace anceet—~ ~emnams. Dane 


DECORATED TI! TIN BOXES. 





Ts ki ofttimes sells it. 

You cannot im miele how beautifully tin 
boxes can be decora and how cheap they are, 
until you get our samples and quotations. Last 
year we 4 a any other things, over 
ten million Cascaret boxes and five mill 





minder called It Now AJ. t is free; so are 
any sam desire 
. NT nRICAN § STOPPER CO} COMPANY, 
ll Verona Street, 


Brook} New York. 
oon forget ‘maker of Tin Boxes outside of the 





MAIL-ORDER NOVELTIES. 


Ww: to-day for free ‘Book of Specialties,” 
ustrated catalogue of latest imported 
and domestic novelties, watches, plated poweley. 
cutlery and _ opti goods Ww: ‘ol le only 
SINGER BROS., 82 Bowery, N. 


sanctify cciiattte 
TRADE JOURNALS. 


ARKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


ter 
INSURANCE, 


RS! INSURANCE rates my specialty 
1 might be able to save you money. INSURK 
your PARTNER’S LIFE a —_ firm’s benefit. Get 
y rates. Best co genie Write or telephone 
JACOB A. KING. 4 43 125th St. New York. w 


——__+or 
IMITATION TYPEWRITTEN LETTERS. 


PSR Typewritten Le Letters of the highest 

furnish ree n, matching ink, 
gree te Sam: Jes for stamp. MITH PTG. CO., $18 
Broadway, Toledo, Ohio. 





COIN CARDS. 


3 PER 1,000. Less for more; any prindiag. 
THE COIN no ag Detroit. Mic 


for $3. 10,000. $20. printing. 
1,000.2. Coin Mailer Co, Ft  Maticon, la. 
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MAILING MACHINES. 


‘J’. HE DICK MATCHLESS A ygiy VALENT and 
F uickest. Price $12. ALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 





ADVERTISING NOVELTIES. 


MAMA,” latest neve advertisi 
card; sample and prio J ms 
SOLLIDAY Nov. PAD. V ORKS, Pines, 1nd, 


My Anoracty RERS of adv’g novelties in cloth, 
leather, etc., send price list and samples 
to WESTERN NOV. ADV. ADV. cO., Weatherford, i tex. 


66 M*stc WALLET”—the advertising nov. 

elty. re. ant rices, . “Little 
Traveler’ catalog 3 t SOLLIDAY NOV- 
ELTY ADVERT: ING WORKS. Knox, Ind. 


00 —GET BUSY.—Bo —Book of 3,000 money- 

’ making recipes and formulas;moncy- 

getter for the mail-order trade. Price 5vc. 
OESTERLE’s ADV’G CO., Astoria, N. Y. 


ULVEROID SIGNS; light ightest, chea » most 
durable and al. tive indoor ign. Com- 
lete line of Pulveroid Novelties and Buttons 
Romptestoee. F.¥, PULVER CO., Rochester, N.Y 


DVERTISE your business hts advertisin 
novelties. Buy them direct. I make pecott 
holder, toothpick cases, nail file. in leather case. 
Sample of each, 10c. J. ©. KENYON, Owego, N.Y. 


Ww RITE forsample and price new combination 
Kitchen Hook and bill File. Keeps your ad 
before the housewife and business man. THE 
WHITKHKAD & HOAG CuU., Newark, N, 
Branches in all large cities. 


prations OR CONVENTION SOUVENIRS, 
ade from nails, They're attractive, sub- 

stantial and cheap. Sample, a World’s Fair 

souvenir, 10c. 

WICK HATHAWAY’S C’RN, Box 10, Madison, 0. 


Color Baromete! eters. The latest nov- 


66 








a elty. Can be 
maiied in 644 envelope, Pde. fo $25 per 
1.000. includ imprin Send 4c. for sample, 
FINK & SON, 5th, abov Iphi 


AIL ORDER MEN.—New book. 100 new 

money-making plans for untrained women. 

Single copies 60c. Special prices for quantities, 

WOMEN’S EXCHANGE PUBLISHING CO., 
Grand Building, Atlanta, Ga. 


a 





HOUSE-TO-HOUSE DISTRIBUTING. 


J GUARANTEE any advertiser an honest, intel- 

— house-to-house distribution of adver- 
tising matter throughout all the leading towns 
and cities in the United States. Fourteen years’ 
experience has enabled me to pertect the best 

peice! and to render a better service than can 
be secured direct or through any other agency. 
Write ‘for full iculars. 

iLL A. MOLTON, 
a Advertising Distributer, 
St. Clair St., Cleveland, 0. 





MAIL ORDER. 


AiL-ORDER ADVERTISERS—Try house to 
house advertising; it will pay you big. Vur 
men will deliver your circulars and catalogues 
direct to the mail-order buyer. You can reach 
ople who never see a paper of any description 
Pr © another. When once 
easy. We have reliable agents 
well located tnroughout the United States and 
—— Y 4 are ‘na position to places adverta 
the hands of any desired 
DISTRIBUTORS? DIRECTORY will oe sent we 
of charge to advertisers who desire to make - 
~~ ge = cay? distributor. We guaran 
ood Correspondence solicited”. 
Na ONAL ADVE RTISING CO., 700 Oakland 
Bank Building, Chicago. 
ns 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE... Circu- 
lation 17,000 (@@). 253 Broadway, New York. 














PUBLISHING BUSINESS OPPORTUNI- 


rMHERE is a great class paper field 
T Which is not yet properly occupied— 
A professional field where readers are respon- 


oo is an excellent foundation obtainable; 
Journal having splendid editorial reputation, 
Only needing the right management and 


some capital. 
t up—#50,000 should be available. 
To take 10 UMTERSON P. HAKNIS. 


Broker in Publishing Property, 
253 Broadway, New York. 


SIGNS. 





gee winted Big $teel 
¥2 on heavy wees 


fra (everlasting), 
rames, 


100 24x48 
5,000 3x5 feet. . 





Hoorn 000 4 piste Tin Signs, 


inches at lic. 
2,000 Oni at 
500 14x20 > a 10¢. 
250 20x23 “at 2c. 


uslin Signs, close wove, very stiff, 
Paint Printed. 








1,000 16x36 . at 6c. 

1,000 24x48 at lic. 
10,000 36x60 . at l6c. 
500 3x10 feet . at 42c. 


gee Wanted. 
The Sam Hoke $ign Shops. New York, 
630 West 62d St. (North River) 


—— +o 
LABELS, 
f labels at bot- 
Cork Top me B oipae Sones! abe y* SON, 
Printers, 5th ~§ shave Chestnut, Philadelphia. 
—_——— ~~ 
SPECIALIZED PUBLICATIONS. 

ARDWARE DEALERS’ MAGAZINE. Circu- 

lation 17,000 (@@). 253 Broadway, New York. 
—_—__+o+—____—_ 


CEDAR CHESTS. 


A ITH-PROOF Cedar Chests—Made of fragrant 
Southern red cedar and absolutely proof 
inst moths. Prices low. Send for booklet. 
MONT FURNITU RE CO.. Statesville, \. C. 
———O— 


PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York cn. 

Coated papersa specialty. Diamond B Perfect 
White for high-grade catalogues. 
——_+>--—_—_ 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
never smuts. Get samples and Fm from } FINK & 
8ON, Printers, 5th, near C 





D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
pen cut inks than any other ink bouse in the 


“Gpomsal prices to cash buyers. 


ERNARD’S Cold Water Paste is used exclu- 

sively by the U. 8. Press Clipping Bureau 

and numerous publishers who learned of its 

merits a rouED our sample package, which is 

ie. BERNARD'S AGENCY, Tribune Building, 
cago. 


OXINE—A non-explosive, non-burning sub- 
d line. Doxine re- 


prot 
and manufactured 
Clinton, Ia. , 


ion of halt-tones. For sale by the 
ured by the DOXO MAN’F'G CO. 
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POSTAL CARDS. 


P®gs and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 








BOOKS. 
—— ‘feng? PROTECT. 72, . book mailed 
k. 8. & A. B. LA 


CEY, Patent and 
Trade Mark he erts, Washington, b.c. 


9. 





ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
10 JUNION, Bethlehem, Pa, 


ROM eight rich fields, “22 Sinatinaes: Bringers.”’ 
THE RELIGIOUS BRESS ASS’N, Phila., Pa. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


HE EVANGEL, 
ranton, Pa. 
Thirteenth year; 20c. agate line, 
NY person advertising in RINTEKS’ INK to 


the amount of $10 or more js entitled to re- 
ceive tne paper for oue year 


4 ee TROY (O.) RECOUKD is not sold by dealers 

or newsboys on streets—9 percent of cir- 
culation soe homes. Average circulation 
in 1903 was 1,138; 1,000 inches, plates, n. r. m., 
within one year, $40.00 net. 00 net. 


HOW window instruction ! Full course of 
lessons for the couutr; Sg ye in The Cin- 
cinnati Trade Review. nd 25 cents for one 
ear’s trial subscription. THE CINCINNATI 
RADE REVIEW, Cincinnati, Ohio. 


a a CHATTANOGA PRESS, Chat- 

tanooga, Tenn., 35,000 circulation —- 
teed, proven; 150,000 readers. Best m 
South for mail-order and general advertising. 
Rate, 20 cents a line for keyed ads. No proof, no 
pay. 








THE SMALL-CITY DAILY. 
The properly conducted daily in 
the small city gets in close to the hearts 
of its readers. Its influence with its 
subscribers is great, and for advertisers 
it produces results out of proportion to 
its circulation. THE ZANESVILLE SIG- 
NAL, Zanesville, Ohio, is such a paper. 
To H. Craig Dare, editor of Newspaper- 
dom, two Zanesville advertisers write: 
BavER Bros., 

Jewelers and Opticians, 

We consider THE ZANESVILLE SIGNAL 
the best daily paper in Southeastern 
Ohio. Its circulation is very big. 

BaveER Bros. 


Tre H. WEBER, Sons & Co., 
Dry Goods. 

We get splendid results from THE 
SIGNAL. THE H. WxBER, Sons & Co. 

THE ZANESVILLE SIGNAL gives advertis- 
ers quality as well as quantity. We do 
not charge extra for the quality. 

THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 
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CARD INDEX SUPPLIES. 


WAVE money by ing ‘buying from the ronntest. 
s urers. Index f~ 5 supplies for all makes of 


cabinets, 
STANDARD INDEX CARD CO., 
Rittenhouse Bidg., Phila. 
cninenimmmiifipgiricimeaes 
NEWSPAPER BROKER. 

~ 1 8, 000 —Remablican daily and weekly in 

county seat city 7,000 in Oregon, 
doing find sn iness of $27,500, weekly pa: 
roll of $226. Will sell third or half interest. 
Write me for paying propositions. B. J. KING- 
STON, Newspaper Broker, Jackson, Mich. 





TYPEWRITER RIBBONS. 


costs a little more than 


a One for60c.; 
upon book good for 
five “ Ribbotipes,” $2. 
Money back without talk if you are aI satis- 
fied. CLARK & ZUGALLA, 100 Gold St., N. Y. 








FOR SALE. 
OR SALE—Stock about | $25,000. If you are 
i writ iculars to THE 


n e parti 
DIXON MERCANTILE So. Dixon, ll., who are 
retiring from business. 


OR SALE—One Monitor No. 4 Wire Stitcher- 
ae four weeks; brand new and guaranteed 
or fon 00; first check for $75 gets it. THE 

D. 3 GorF ITHO. CO., Elkhart, Ind. 


rom SALE—One Advance Lever Paper Cutter, 
ize 2244. Cost vine used ano months, In 
oo sha ty nteed. ice $75—f. o. b. 
THE D. J. GOFF ITHO. co., Hither Ind. 
OR SALE—A first-class job and 3 Fully 
plant in growing town of ully 
equipped and making money. by R 
C. H. WALLACE, Semea, Idaho. 
me SALE—A few Three.Color Process Plates, 
in ws ——e suitable pa ot 
Blotters, Hang Proofs m sequen and 
stamp. THE 1d. GOFF LITHO. CO, Elkhart, Ind. 


OR SALE—One 3-deck Scott Straight-line, - 
page press, with color attachment, 

new. four years old, print ren and eight col 

—. oe for selling. p ew Hoe 


‘Adar 1 ns MOINES 
e press. ress VE 
Gap PiraLe De Des sa fhoteen. lowa. 

OR > From £400 to 2,000 to 3.000 pounds of non 

at present set in form of mail- 
ing ist ts "we will sell at a reduced figure. 
For | a partioniers © te 
T. J. EDMONDS, 
General Secretary F. A. A., 
Lawrence, Kansas. 


OR SALE TO SEITLE a0 gyn 


TIONALIST (country week! Democratic 
newspaper and a job offices. tabi —p 1868. 
a Cash i Jan. 1, 





rom 

1904 Nov. 1, 1904, over $4,000. Halt is 5 profit 
lendid equipment. Price $3,000. G. A 

Ho ILLAND, Eminence, Ky. 


Je PRINTING PI.ANT FOR SALE—Very low 
price, easy terms. Hoe and Cottrell stop 
cylinder presses, in B gees condition and doing 
best quality of work; Gordon quarter and eighth- 
medium gg: one a _ darge ——s Roy 
cutter; ¢ fapering: 
ete. No type. "RE OBLICAN PUBLISHING CO. 
Meriden. nn. 





ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stenci dressing machine. A 

card index system of addressing used by the 

largest publishers throughout the country. Send 

3 circulars. We do addressi ng at low rates. 

ALLACE & CO.., 29 Murray 8t., New York; 

isto Pontiac Blig., 358 Dearborn St., ’ Chicago, Ih, 


Ts STAREAS® AUTO ADDRESSER is a high 
speed addressing machine, run by motor or 
oot power. System embodies card index idea. 
Prints visibly; perfo: card used; errors im- 
ble; operation simple. Correspondence 80- 


13 F. JOLINE & CO., 
Liberty St., New York. 
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ILLUSTRATIONS. 
a CUTS. Stam: Stamp for folder. QaR- 
ETH, Artist, 8, 1612 Wabash Ave., Chicago 


———o—___—_. 
ELECTROTYPERS. 


AY ] E make the electrotypes for PRINTERS’ | 
We dothe Vay ype for eae of the 
rgest advertieers in the cou aac, te us for 

prices, WEBSTER, CRAWFORD & CALDEL 45 

se St., New York. 


—_——_. 
ADVERTISEMENT CONSTRUCTORS, 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his’ way, 


HE better class of cuts and advertisements 
tor Banks, for retailers, THE ART LEAGUE 
is now at 656 Broadway, New York. 


| ge ADWRITING is my specialty. Let me 
ite yours. | can increase your business, 
EORGE L. SERVOSS, 
2835 \W yoming 8 Si St. Louis, Mo. 
A>s. WRITING — nothing more. 
Been at it 14 years. 
JKtD SCARBORO, 
557a Halsey St..  St.. Brooklyn, N.Y. 


Yes and Folders p printed to bring you 
Tell u os Say what you want and you'll get it. 
¢ 


AMERICAN PUB. CO., Makers of Modern ne 
ory and ay Printing, Columbus, V. 





nice paper, ornis 
Booklets, — pr fited, $14.00 for 1,000, 
$50.00 for 5,000. Send for sample. 
LOUIS DLNK, JR., 
Maker of Profitable Business. Literature, 
Fifth Street, near Chestnut, 
Philade elphia. 


AN IDE MAN 
we havesecured for REA S 0 wish good a” 
His superior work we have been familiar with 
for fifteen years, If you need a “somethi 
but don’t _ know just what that “something” is- 
whether booklet, folder, striking trademark or 
pulling newspaper or ma ine ad—write to 
nee MAN,” Printers’ In 
pA Enclose $2 as a nomin 
=" good aith fora titoughetul letter of advice. 


*TIS NO CRIME 
be “unusual” in one’s advertising 
matter the not even a misdemeanor when 
that “unusualness” is limited to a ae 
pertinent, entirel decorous and oan 
originality, shunning, as it religiously. a 
—nay, as it must, to suce —any sugges 
tion of Beane ag “horse-play” or “funny- 
ness.” A goon company have discovered of 
late years that entirely decorous and ser 
self-respecting publicity needa not ull o1 
fate A and that as a circulating medium oui 
“red-blood” talks are vastly more potent 
than stereotyped bombast or its modern equiva- 
lent, “Hot Air.” I’ve made lots of advertising 
things that illustrate precisely what I'm —s 
about, and possibly some of them might int 
you. If you think so, I shall to have 
you write me, but not on a P. Card. 
No, 36, FRANCIS I. MAULE, 402 Gone 8t., Phila 
ooo 


Advertising Agencies. 


Advertisements under this head, two lines or more 
20 cents s —. my © ao in one 
week in rance, fy ma 

be used if daira. “ 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, 5 


ARNHART AND SWASEY, San Franvisco— 
mcy west of C Chicago; employ 60 
people; save z 





vertisers by advising judiciously 


newspapers, billboards, walls. cars, d istributing. 


Oa ag ag CO., Los Angeles, Califor- 
“d : 89%. Place = any 
where—ma: ines, new: et papers. 
guatens. 7 Eifective ads. ar’ By. pane. "ACI 
COAST ADVERTISING, 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 
- oo by mabe Want £8 a 1b jegding dailies. 
~ RRELL, 
ADVERTISING G AGENCY Bear Star Bldg, Wash. A 




















MISSOURI. 
W. KASTOR & SONS ADVERTISING COM- 
Hi. PANY, Laclede Building, St. Louis, Mo. 


NEW JERSEY. 


AIL order advertising a specialty. THK 
M STANLEY DAY AGENCY, Newmarket, N. J. 


NEW YORK. 


1GORMAN AGENCY, 220 Broadway, N. Y. 
O Medical journal adver advertising exclusively. 


CR Oa ‘Advertisin Agents, 44 Broad 
D°s N.Y. Private wi vate wires, ston, Phila, ete. 


LBERT FRANK & CO., CO., 25 Broad Street, N. Y. 

Ge — Advertisin Agente. Established 

1872. Chic Boston, Philadelphia. Advertis- 
ingot ail teas placed in every part of the world. 


ORTH AMERICAN ADVERTISING CORPO- 
RATION, Woodbridge Building, 100 William 
Street, corner of John, New York. A reliable, 
ae fa advertising agency, con- 
troling first-c! accounts. Customers pay a 
fixed service charge on the net prices actually 
paid by the Agency 





OHIO. 
XLARENCE E. RUNEY, Runey Bidg., Cincin- 
nati, O. Newspaper, Magazine, Out-aoor 
Advertising. Printiog’ Dedlene Writings. 
PENNSYLVANIA, 
PRE HL THEE A RD ADVE geri AGENCY, 
Established 1890 


( 
925 Chestnut Street, Philadelphia. 


FOLEY & poeseeasen 
Advertisin Age nts, 
1208 Commonwealth ldg., Phila. 
* Less Black and White, and more "Gray Matter.” 


RHODE ISLAND. 
F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” mayazine, news 
paper adv. 
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TENNESSEE. 
REENWOOD ADVERTISING COMPANY, 
Office and Plant, Knoxville, Tenn. 
Designers and Mfrs of Painted "Advertising. 
t-of-door Work Contracted for. 
Street Bulletins, Wall, Fence ty Cut Outs. 
Distributing and = "Tack a 


[°CezAsep a. mn naan for Canada are the 
rule with American Advertisers. We ca 

achieve results through intelligent selection o of 

a we = agency outside of Can- 

n do, THE DESBARATS AD- 

VERTISING AGENCY S Ltd. Montreal. 





*Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second dition 
now on the press. If your name arrives in 
time, accompanied by Vive Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the ‘ Letter Shop” in the 
Caxton Block, Chicago. 











100,000 PICTURES 


Carbon Gravures, peculiarly suited to 
premium purposes, to bé disposed of be- 
fore January 1. 

CAUSE :—Closing out of fine line to 
make room for a finer one. 

RESULT :—Our loss; your gain. 

Details by correspondence. 


TEE ALFRED S, CAMPBELL ART CO., 
Flatiron Bldg., N.Y. Elizabeth, N. J. 














‘Continuous Gounter Lheck-Books | 


Patent for such soon running out, we offer the 
American and Canadian 
Patent of far improved and better machine for sale. 














\ Apply to Moriz & Kummer, Berlin C. 25, Germany. 





all asked for a 
Reliable Time 
Switch to run 8 


days with one 
winding and turn your Electric Signs 
or Window Lights on and off at any 
time you set it, 


Manufacture the Switch 

and and Guarantee It. It. 
mes = (Our " Our Guarantee is 
good, and so is the Switch. We 
manufacture Electric Signs of all 


Porcelain Letters, 


Standard Sizes 35-50-75-300 Amperes. 
2 or 3 Wire Systems. 








AMERICAN ELECTRIC SIGN Co. 


New York Office, 1265 Broadway. 


(WRITE FOR PRICES.) 


133 Summer St., Boston, Mass. 
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Ff rom the Far West. 


Orrice or Gem State Rurat PusisHinc Co., 
CaLpwELL, IpaHo, November 14, 1904. 
Printers Ink Jonson, New York City: 

Dear Sitr—You will find inclosed our check for $17.00, covering order sent 
herewith. I may say in conclusion, that—after a thorough test of your inks— 
our foreman advises me that they are superior in every way to those we have 
been paying from two to three times as much for, and he requested me to order 
Jonson's inks exclusively hereafter. Yours truly, 

” J. H. Grsson, Business Manager. 





















The above order weighed about 120 Ibs, and the freight 
charges on same amounted to about $4.00, If it had been ordered 
from any of my competitors in the West, I am willing to wager it 
would have cost the Gem State Rural nearly $50.00, while my 
goods cost them about $21.00, Send for my price list and compare 
it with what you pay for inks on credit. 


ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
ne . 














4Q> Advantages of 
=R=Z Double Ad-Service. 


General advertisers should be interested in the composite or 
double service—a new development of much importance in 
magazine and newspaper advertising. 

We have affiliations with leading agencies which make it 
possible to secure what is practically a double agency service at 
no additional cost. , 

The advertiser availing himself of this arrangement secures 
Ethridge Company plans, illustrations and copy as well as the 
regular service of the agency placing the business. 

There are many highly valuable advantages to be gained by 
this unique arrangement, and we would like to explain them to 
every interested advertiser. 





















THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square,. New York City. 











HOLIDAY ADVERTISING. 
By Joel Benton, 

The time was—and it was not so 
very long ago—that the gifts dis- 
tributed in the Autumnal! and Win- 
ter holiday period were somewhat 
moderate in number and were com- 
posed mainly of articles made for 
“gifts.” They passed from relative 
to relative, or between closely in- 
timate friends, simply as expres- 
sions of holiday good feeling. Very 
often—and usually one may say— 
they were highly ornamented gim- 
cracks, having glitter and color 
and glare, and were only useful as 
tokens. 

Of course this sort of goods is 
still largely in evidence and wiil 
probably never be absent. For the 
spectacular quality of these tempo- 
rary wares appeals to childhood 
and even to many of the so-called 
“young-folks” with more force 
than something solid and useful 
can command. 

But the great changes in recent 
years in holiday giving, which are 
marked, are these. The gifts go 
now from everybody to everybody 
and they are, in numberless in- 
stances, things of practical use. 

The result is that there is not a 
shop, store, or bazaar, dealing in 
anything—even in stoves or auto- 
mobiles—that cannot announce its 
trade as catering to holiday pres- 
ents, A stove, or a roomful of fur- 
niture, or sets of crockery, or a 
typewriter, or things wearable—no 
matter how heavy or unattractive 
in mere color and outline—are all 
adapted to the holiday generosity. 
Whereas, the jewelry and candy 
stores, and a few others, used to 
retty nearly monopolize attention 
tom the holiday gift buyers, 

To these dealers who under- 
stand this evolution of giving, 
there is a tide that, properly attend- 
ed to, will lead them to much pro- 
fit, if not to absolute fortune. It 
has, in fact, been very noticeable 
for some years that the traders in 
all commodities have seen their 
opportunity (which is soon to come 
again) and have brushed and be- 
decked their windows with artistic 
effect, to catch the eyes of the 

passers by. 
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Perhaps it is the window hither- 
to has.won the most attention in 
an advertising way, but there is 
much that can be said, as well as 
shown, by those who care to fish 
for the holiday customer. Make 
the window as beautiful as pos- 
sible, to be sure, for this calls peo- 
ple out and pleases them while 
they promenade, The snow scenes, 
and the Santa Claus with his rein- 
deer and sled, we would not any 
of us like to miss. I think each 
year that they, and other spectacu- 


lar shows not dissimilar, have 
made their intended impression 
well. 


But the newspaper page and the 
car panels should not be skipped. 
They can lend themselves to orna- 
ment, and even to a more exalted 
phrasing, for holiday use and sug- 
gestion to an extent I have not 
seen attained as yet. Give some 
artist a little leeway with the Holly 
and the Mistletoe wreath, and with 
the other varied paraphernalia that 
go with the traditional Christmas, 
and the element of public attention 
can be successfully catered to. 

No matter how unlikely it is 
that any line of goods may draw, 
as things for gifts, they can often 
be made to draw by a suggestive 
announcement happily pictured or 
worded. If you wish to have the 
holiday pocket-book arrive at your 
counter, give the shelves of the 
store, as well as the whole adver- 
tising of it, a holiday look, 

There is no doubt but that the 
gospel of Use is still a paramount 
one, though in holiday matters 
formerly it has been displaced a 
good deal by the appeal to the eye, 
and to supposed beauty, or to hum- 
orous grotesqueness. 

But it takes a good story in 
print, or in picture, to wake up the 
practical mind. And it is the prac- 
tical instinct that will pay well for 
its satisfaction when it is once 
shown how it can be best gratified. 

I would not have the show win- 
dow shown in the least of its 
beauty. The finer it can be made 
to look the better. It is really an 
immense factor in the successful 
solicitation of holiday trade. But 
it should be reinforced by vigorous 
and skillful advertising 
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Don’t Forget— 


that The Booklovers Magazine is advancing its ad- 
vertising rates because of its increased value as an 
advertising medium. You need not pay this new rate 
for twelve months to come if you place your order 
now. Ask your advertising agent to protect you 
for 1905. He knows what has brought about the 
phenomenal growth of The Booklovers Magazine 
during the past two years. The present rate is 
$150 a page until February sixth (closing date of 
March number); after that the rate will be 
$200 a page. 














Write us on your business letter-head for a copy of the 
December number. 


The Booklovers Magazine 
Advertising Department: 1323 Walnut St., Philadelphia 














THE MINT 


Makes money without advertising. No one else can, 
We offer the readers of Printers’ Ink our 60-page catalogue of 
mailing lists, samples of imitation type-wriltten letters, 
letter-heads, envelopes, etc., free, Having been engaged in this busi- 
ness for 24 years, we are experts and have perfected the only system 
for furnishing Imitation Type-writing, so closely resembling 
the original that they are used by Banks, Wholesale Houses, Manu- 
facturers and others as personal letters. Our mailing lists, cor- 
rected weekly, consist of all classes of people subdivided under their 
proper headings, such as Merchants, Manufacturers, Bankers, Farm- 
ers, Ladies, Teachers, Investors, Mail-Order Buyers, etc. Ask for 
information regarding anything you want or contemplate doing in 
the circular advertising line. Send to-day for our catalogue. 
You would not let it, pass out of your possession if you could not 
secure another. 


Trade Circular Addressing Co. 
Established 1880. 
Long Distance ’Phone Central 1341. 125 Clark Street 
Automatic 53841. Chicago, iil. 
Mention Printers’ INK. 



































NURSING THE SMALL AD- 
VERTISER. 


Pregnant, inspiring words can be 
written on the subject of fostering 
and cherishing the small newspaper 
advertiser, “Great oaks from little 
acorns grow.” Advertising agen- 
cies can be reminded that the 
small advertiser of to-day will be 
the great advertiser of to-morrow, 
and the newspaper publisher can 
be cussed because he crowds a 
twenty-five line single column 
clothing ad down into a corner 
where it looks like a space-holder. 
Bringing up small newspaper ad- 
vertisers by hand on paper is the 
easiest thing in the world, 

As a matter of experience, how- 
ever, the small local advertiser is 
often a thankless proposition. 
It is difficult for the advertising 
agent to handle small advertisers 
profitably. Even in New York 
City, with its high space rates, a 
retailer can make a_ respec.able 
showing in one good paper three 
times a week for as little as $40 
per week. Appropriations within 
this limit are spent regularly 
and profitably by some hun- 
dreds of small clothiers, shoe- 
men and other retailers along 
the minor avenues, The agent’s 
commission on such accounts 
is but $4 or $5 a week. Each 
small retail account needs as much 
attention as one a hundred times 
larger. Copy must be written 
three times a week, display ar- 
ranged, proofs shown and ap- 
proved. The small retail advertis- 
er feels, rightly enough, that he 
ought to have as much attention as 
the big advertiser, or more, be- 
cause his advertising means so 
much to him in proportion to his 
business, An agent who has three 
or four such accounts usually has 
his hands full. Another factor that 
prevents the nursing of small ad- 
vertisers by agents is the refusal 
of papers in most cities to pay com- 
missions on local business. Be 
he ever so conscientious, there 
are mornings when the agent, 
going forth to his grand work 
of creating advertisers where 
none existed before, will feel that 
small clients ought to be nursed 
with an ax. Few agents make a 
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success of this creative work. One 
of the most successful Philadel- 
phia agencies has a regular system 
for taking care of small retail ac- 
counts, handling them not on com- 
mission, but on salaries paid by the 
client. This agency has a force of 
reporters, like a daily paper, who 
go out every morning and gather 
store news from minor advertisers, 
The mass of items gathered is 
then turned in to a desk man, put 
into shape for publication, edited 
by the head of the agency, and 
sent in to the papers. But this 
agency is almost alone in its field. 

The true nurse of the small ad- 
vertiser is the newspaper publish- 
er, Even he, however, finds the 
little retail account an unprofitable 
kind of business during the period 
when soliciting must be done. The 
field is usually abandoned or left to 
take care of itself after considerable 
money has been spent in creative 
work. Publishers who have put 
small accounts on a paying basis 
say that six months or a year of 
work without results is necessary 
before a respectable showing can 
be made, and even when small ad- 
vertisers have been coaxed into 
the paper and are getting profit- 
able results from their publicity 
they are by no means stable. When 
it has been demonstrated to their 
satisfaction that newspaper adver- 
tising pays, they want to split their 
petty appropriations, going into 
other papers. The advertising is 
soon spread so thin that there are 
no results. Every small advertis- 
er, apparently, has to live through 
this period for himself, learning 
the hard lesson that $40 or $50 a 
week will bring good results in one 
paper, but none whatever in two 
or three. After they have been 
through the ordeal, however, the 
paper that originally persuaded 
them to advertise can hold the 
business. It is a long, costly, 
roundabout process, Only the pub- 
lisher can afford to follow all the 
vagaries and turnings of the small 
advertiser during the season when 
he is learning what's what. 

— 


A neat pocket catalogue of jewelry 
novelties from the J. Arthur Co., Cleve- 
land, is notable for brevity and com: 
pleteness.. 















































BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


There are weak half-tones and 
strong half-tones, and the former 
should never be used in magazine 
work. Half-tones which are to run 
in all sorts of magazines should 
have elements of strength; they 
should have strong, high lights, 
and as a contrast they should have 
blacks which come as near being 
solid as the screen will permit. 

The Bailey, Banks & Biddle ad- 
vertisement, marked No, 1, did not 
show up at all in the magazine in 


Sie gn aa aa 





No.l 
which it appeared. It is undoubt- 
edly printed from a very beautiful 
plate, but there is not enough con- 
trast in it; no white and altogether 
too much gray. Even the lettering 
shares the general grayness, and 
even in the original can hardly be 
read without an effort. It would 
have been just as easy to make a 
wash drawing that would repro- 
duce in a way that would print 
with much more distinctness, and 
for general magazine purposes it 
would have been still better to 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 





33 UNION SQUARE, N.Y. 


FREE OF CHARGE! 
MATTER SENT TO MR. ETHRIDGE. 





have used plain black and white, 
as in No. 2, 

* * * 
. This advertisement of the Atlas 
Clothing Co. reads well but does 
not look well. The man with the 
overcoat should be given more 





No.2 


He is crowded up to one 
side of the advertisement in order 
that a corner of a building may be 


space. 


shown. This buildin 
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solutely nothing and has no busi- 
ness in the advertisement. It 1s 
not even claimed or insinuated that 
the Atlas Clothing Co. occupies the 
whole of this immense building 
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and nobody supposes that it does. 
Even if it does it would not go to 
prove that this company makes any 
better overcoats than it would if 
it occupied a two story building in 
York, Pa. Clothes are the things 
advertised. Real estate has noth- 
ing to do with the question what- 
ever. 
k * * 

Here is an advertisement of the 
Foster Rubber Co., occupying a 
half page in a December magazine, 
It is a queer-looking thing, but 

, nevertheless. The illustra- 
tion presents the usual ridiculous 
features of a photograph of a per- 
son taken in that position. The 
queer appearance of the advertise- 
ment catches the eye and the typo- 








RED ASSESSES 


FOSTER 


RUBBER SOLES and HEELS 
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graphy and general arrangement 
are excellent, 

A similar advertisement insofar 
as the article advertised is con- 
cerned, is the Adams & Ford ad 
also reproduced here. This is a 
good ad in its way, but the young 
man does not seem to fit. He per- 
haps attracts attention, but he is 
hardly worth the space he occupies. 
Whether or not he is wearing the 
invisible rubber cannot be told 
from the picture, therefore he is of 
no value except as display. This 
question of the use of human 
figures is always a troublesome 
one, Of course the picture of a 
pretty woman is always in order, 
but it is different with a man. Any- 
way, the figure shown has nothing 
to do with the article advertised, 
and bears no possible relation to 
the subject of the copy. Its use 
1s Open to adverse criticism, 

An exception may be made in 
the case of a trademark figure or a 
figure that possesses human inter- 
est and runs regularly in a series 
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of advertisements, thus becoming 
familiar to the public and possess- 
ing a peculiar value on that ac- 
count, 

An excellent sample of this class 
of publicity is the series of the 
Merrell-Soule Co.’s advertising 
“None Such Mince Meat,” now 
appearing in the magazines and 
women’s papers. In this series, a 
young woman called Miss None- 
such, who, by the way, is copied 
after the picture appearing on the 
None Such package, accompanied 
by a woman called Mrs. Briggs, a 
thinly disguised Mrs, Wiggs, of 









versie 


The Favorite with Well- 
Dressed Men and Women, 
The ‘‘BVERSTICK'' Gts close- 
ly around the sole of the shoe ; 
it stays on and may be com-. 
| fortabdly worn all day without 
binding the foot. Is neat and 
4} trim in appearance and affords 
| ths same protection as the old 

style bulky rubber. 

} Made in all ‘styles and sizes. 
| If your dealer does not 
handle the ‘‘EVER- 
STICK’’ write usand 
i} we will see that you 
are supplied. 




















the Cabbage Patch, is making a trip 
to the various parts of the world 
where the ingredients of None 
Such Mince Meat come from. The 
illustrations show.them at the vari- 
ous places where these ingredients 
are procured and the copy is con- 
versational—an explanation by 
Miss Nonesuch of the way the 
mince meat is made. Each adver- 
tisement refers to the trip to be 
taken next month, thus forming a 
connected series interesting as to 
both illustration and copy. 
te 

Bestpes reliable information about 
spectacles and eye-strain, the Optical 
News, a monthly store paper published 
by John W. Jarvis, optician, Buffalo, 
gives general optical information of 
(mod and scientific interest. Few 
usiness periodicals are so authoritative 
editorially. 
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READY-MADE ADVERTISEMENTS, 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 








“Christmas” is a word to conjure 
with; when a chair ora lamp or a} 
pair of red mittens becomes a! 
Christmas chair, a Christmas| 
lamp or a pair of Christmas| 
mittens, it is transformed at} 
once from an ordinary every-| 
day article of commerce to a ve-| 
hicle for the expression of friend- | 
ship, love and good cheer, and takes 
On an attractiveness that it can 
possess at no other season. That’s 
one reason why the word Christ- 
mas should be used very liberally 
in your advertising from now to 
December 25th—why it should be 
used in connection with everything 
under the sun that could or should 
be used as a Christmas gift. For 
it must be remembered that the 
humble things of every-day use 
that, in one family would be re- 
garded as necessities and hardly 
possible as gifts, would, in another 
family, be considered most appro- 
priate and the very highest ex- 
pressions of thoughtfulness on the 
part of the donors. To many a 
housewife who does her own work 
and has never known the labor- 
saving possibilities of a carpet 
sweeper, that article would be wel- | 
comed with as much warmth as a 
diamond ring might elicit in the 
household where servants and car- 
pet sweepers are taken as a matter 
of course. You should publish lists 
of everything in vour stock that 
might furnish a helpful hint to 
the perplexed gift buyer, or direct 
to your store the person who 
knows what to buy but doesn’t 
know where to buy it. There 
should be lists of suitable gifts 
“For Grandpa,” “For Grandma,” 
“For Father,” “For Mother,” “For 
Boys,” “For Girls,’ “For the 
Husband,” “For the Wife,” “For 
Sweethearts,” and so on, quoting 
prices or the range of prices. Then 
there might well be other lists of 
“Christmas Gifts that $1 Will 
Buy,” “What $2 Will Do,” ete. 
Keep in mind that Christmas is the 





one time in all the year that many 


people choose for doing little acts 
of charity, tna., under the guise of 
Christmas giits, do not seem like 
charity to those who receive them, 
and are welcomed, when at another 
time wounded pride would take the 
keen edge from the enjoyment of 


| giving and receiving alike. That's 


when the coal dealer, the grocer 
and the dry goods and clothing 
people come in; and such chari- 
tably disposed persons as I have 
mentioned should be appealed to by 
merchants in these and many other 
lines. Some stores have awakened 
this spirit to the mutual profit of 
themselves, their customers, and the 
needy poor by starting a Christmas 
box by liberal contributions from 
their own stocks and advertising 
to distribute their own and their 
customers’ contributions through 
the charitable institutions of their 
towns. Under certain conditions a 
small discount might be allowed, as 
the firm’s contribution, to purchas- 
ers who are giving from charitable 
motives, reserving the right to de- 
liver all such goods yourself. Be- 
gin your Christmas advertising 
right now. Point out the advan- 
tages of early buying; of choosing 
from unbroken stocks and before 
the crowds make choosing and 
buying more difficult and tiresome. 
Tell how much easier purchases 
made now can be exchanged if 
necessary, than those which are de- 
layed till the eleventh hour, Offer 
to lay things aside on payment of 
a reasonable deposit for delivery at 
the purchaser’s pleasure. In short 
make Christmas buying easier and 
more pleasant at your store than 
elsewhere; if you can, tell why it is 
so, and for mutual benefit urge 
early buying. Print, occasionally, 
or as a part of your regular ad, a 
word to those who received pres- 
ents last Christmas from wholly 
unexpected sources, with a gentle 
hint that now and here is the op- 
portunity to reciprocate and avoid 
the possibility of further embartass- 
ment in that quarter. And fein- 
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force your ads by attractive win- 
dow and counter displays, letting 
the Christmas spirit, the spirit of 
cheerfulness and liberality, animate 
every part of your store. If you 
can pake it contagious, cause it to 
beam from the faces, and find ex- 
pression in every action of your 
sales force, so much the better for 
you and them, for it will make a 
difference not only in actual im- 
mediate dollars, but in the im- 
pression that will make or unmake 
many future sales. 


A Good Bank Ad From the Sioux City, 
Neb., Daily Tribune. 





Look Ahead 


To-day is your opportunity. 
While in health prepare for 
the to-morrow of sickness, 
adversity, old age and the 
many other ills that human 
life is heir to. An account 
opened with this bank and 
consistently followed up will 
bridge a great many of the 
troubles and make old age a 
delight. 

We pay 4 per cent com- 
pound interest on any 
amount, 


WOODBURY COUNTY 
SAVINGS BANK, 
Sioux City, Nebraska. 


In a Paper Where Good Ads Are the 
Rule—the Philadelphia Bulletin—Al- 
lison’s Ads Are Always Attractive. 


Why Not a 
Tuxedo Coat? 


We're selling a beautiful 
one just now for $15; to- 
gether with one of our mer- 
cerized white waistcoats at 
$4, you’re ready for the sea- 
son’s swellest dinner at the 
Bellevue-Stratford. A whole 
Tuxedo Suit costs the same 
as a dress suit—$2s5. A 
Tuxedo Coat and Vest for 
$18; Dress Trousers $6; 
White Vests at $3 up. All 
of our full dress clothin 
will fit you  perfectly—an 
the black will stay black as 
long as the suit lasts. The 
half century reputation of 
the Allison store is positive 
assurance of that. 

If you don’t want to 
muss your dress suit, one of 
our big roomy Raincoats 
will prove the thing—$15 
up. arsity suits—$12 up. 


ALLISON’S, 


922-924 Market St., 
Philadelphia, Pa. 
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This Excellent Ad. From the Philadel- 
bhia Bulletin, Calls Attention to a 
Promising Field That is Practically 
Untilled Outside the Large Cities. 


The Juvenile 
Shop 


Two points of view: 

For you—not to know the 
character of “The Shop’s” 
garments is to fail to realize 
your best advantage in fit- 
ting out the children. 

For us—not to quote our 
moderate prices is to forego 
our chief claim to your con- 





sideration. 
Overcoats, $5.50; 2% to 7 
years. 


Tourist Coats, $10.00; 10 
to 16 years. 
School Suits, $5.00. 
W. H. EMBICK & SONS, 
1620 Chestnut Street, 
Philadelphia, Pa. 








A Christmas-Gift-On-Credit Proposition, 


A Suit or Overcoat 


FOR THE SON 

The boy would appreciate 
a nice Suit or Overcoat as a 
Christmas gift and it would 
not be a useless waste of 
money aS many presents are. 

You know what our cloth- 
ing is—good material, skill- 
ful cutting, ercellent tailor- 
ing and stylish in every re- 
spect. 

At present our stock is a 
grand showing of up-to-date 
clothing and being manufac- 
turers the middleman’s profit 
is not added to our prices. 

If you haven’t the cash 
you have the credit. 

PEOPLE’S CREDIT 

CLOTHING CO., 
Hartford, Conn. 








One From a Bunch of Good Ones From 
the Manayunk, Pa., Review, Written 
by Mr. E. R. Mustin, of Tioga, Phila. 





Largest “Grocery” in the 
Ward. 


Genuine Norway 
Mackerel 


Just in—a fine display of 
the best Imported Norway 
Mackerel. Large, fat, ten- 
der and full of white meat. 
Very delicious in flavor and 
not too briny. An excellent, 
healthful breakfast food for 
these cool, frostv mornings. 


SIMEON WILDE, 
Sumac St., Wissahickon, Pa. 
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PRINTERS’ INK. 


You'll Look a Good While for a Better 


Oil Heater Ad. 


That Cold Room 


—the one without register or 
radiator, and the room that 
you can’t get above 60 deg. 
when the wind’s in the 
north, can be made_ com- 
fortable by using a Miller 
Smokeless Oil Heater. 

Oil is cheaper than coal 
you know. 

This heater is a_ radical 
improvement over the old 
style. Doesn’t smoke nor 
smell, nor will the flame 
climb after once fixed. 


$3.50 

The very thing for the 
sick room. Useful in heating 
water. Can be carried any- 
where with perfect safety 
and heats a room in a few 
minutes. 

Easy to clean and fill and 
neat enough to stand in the 
best room of the house. 

The Blount Door Check 
closes the door automatical- 
ly and noiselessly. May we 
put one up for you? 

SHANNON, 
Hardware, 
816 Chestnut St., 
Philadelphia, Pa, 








Another Smail Space Well Used. 





Dollar Carvers 


For your Christmas tur- 
key. The best yet. Genuine 
stag handles, with ferrule— 
guaranteed blades—$1. 


JOHN B. ESPEY, 
Hardware, toro Pa. ave. 


Washington, D. C. 
— 


Quite Effective for a Small One, 


Leather Gifts for 
Ladies 


Don’t wait for the Christ- 
mas crowds—much nicer to 
pick out the leather gifts 
now—you have better choice 
and more leisure. 

Ladies’ Pocket Books, 25c¢. 
to $10. Ladies’ Card Cases, 
25c. to $5. Ladies’ Purses, 
25c. to $2. Ladies’ Jewel 
Boxes, $1 to $5. Ladies’ 
Music Rolls, $2 to $20. 
Ladies’ ~ Writing Tablets, 
75sec. to $8. 

And hundreds of other 
equally desirable and inex- 
pensive gifts for ladies. 


KNEESSI, 
Washington, D. C, 























A Hint for Photographers, From th 
Washington, Pa, Daily Reporter, 


Photos 


For Christmas 


It is high time that those 
who contemplate having pho- 
tographs taken for the holi- 
day season, arrange for sit- 
tings and thus avoid the 
rush that always prevails at 
this well-known studio for 
several weeks previous to 
Christmas. 

J. R. Hallam has just re 
turned from St. Louis, where 
he attended the National 
Convention of raph- 
ers at which he was one of 
the exhibitors. During the 
convention he came in touch 
with many new ideas in 
photography which he will 
incorporate in his work dur- 
ing the coming season. 


HALLAM THE PHOTOG- 
RAPHER, 
48 N. Main St., 
Bell ’Phone 21-R. 
Washington, Pa. 
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An Attractive Description is Half the 
Battle. This One, Clipped From the 
Philadelphia Bulletin Seems Fairly 
Irresistible, Yet it Isn’t in the Least 
“Flowery.” 





Those Finest of 
All—French 
Handkerchiefs 


If you can imagine the 
finest embroidery _ possible, 
following tiny and delicate 
oz of flowers; or a 
shield with a plain capital 
letter mounted on the drawn- 
work center; or the smallest 
and finest of scrolls with 
drawn-work centers—all done 
on linen so fine and sheer 
that you could easily match 
colors through it — you'll 
have a good idea of the ex- 
quisite handkerchiefs France 
has sent us for the holidays. 
50¢., 95c. up to $10 each. 

But those whose beauty 
is in the weave, and fineness 
of the heavy linen—barred 
and figured—are as fine in 
their way at 85c. 

To-morrow would be a 
good time to look through 
them, for as Christmas ap- 
proaches, the variety may 
not be so good. 


BLUM BROTHERS, 
Philadelphia. 
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One of the Right Sort, Pre the Wash- 


ington, D. C., Star. 


PRINTERS’ INK. 





Urges Early Buying. 











We Solicit Your 
Jewelry Account 


The unique feature of this 
business is that you can buy 
the finest Diamonds and 
other gems, watches and 
jewelry at prices at least 25 

r cent under the prevail- 
ing prices for like qualities, 
and you pay the bill in small 
sums weekly. 

The stock at present is 
full up to the very limit for 
the Christmas trade. It is 
well to select goods early. 
We're glad to lay aside any 
purchase for future delivery, 

CASTELBERG’S, 


Reliable Jewelers and Op- 
ticians, 
935 Pa. Ave., 
Washington, D. C, 





Good Scheme. 





The Toys Are 
Ready 


For you now, down in our 
big basement toy  depart- 
ment. They’re not all in 
yet, to be sure, but there are 
more here, now, than you'll 
find in any two other toy 
stores in town. 

It’s a good idea to do your 
toy buying as early as you 
can, for while we’ll be get- 
ting more toys every few 
days, right up to Christmas, 
there are some splendid toys 
here that we’ll probably not 
duplicate this season. 

‘ome in and look around, 
anyhow—see what a lot of 
good toys we’ve gathered for 
you, and how reasonably 
they’re priced. 

JAMES McDONALD, 

260 Main Street, 


Danbury, Conn. 














If You Can Dress 
a Doll Best 


—there’s a $49.50 present 
for you in the doll store. 
There are 24 othér presents 
for “next bests.” 

The contest is just an in- 
centive to get the work of 
dressing dolls out of the 
way before the great Holi- 
day Rush. 

SEE THE GRAND COL- 
LECTION OF PRESENTS 
TO BE GIVEN. 

4th floor, where in the 
opening sale of undressed 
dolls we can save you one- 
quarter or more. Do it to- 
morrow. 


S. KANN, SONS & CO., 
Washington, D. C. 


A Good One That Rogers, Peet & 


— 


Printed Years Ago. 








There’s a time for every- 
thing—even Christmas shop- 
ping. 

Now you've time to 
choose, time to be waited on, 
time to change your mind. 

The big and little things 
for sock or stocking gifts. 

ouse coats, smoking 
jackets, bath robes, sweaters, 
mackintoshes, gloves, rugs, 
pajamas, neckwear, handker- 
chiefs, umbrellas, jewelry, 
canes, suspenders. 


ROGERS, PEET & CO. 
New York City. 














Add “Christmas” 


This One from the Washington, Pa., 
Daily Reporter, and See How Much 
Stronger It Will Be. 


to the Headlines in 


This One From the Lynn, Mass., Even- 
ing Star, Can be Turned Into a Good 
Christmas Offer. 





A Free Turkey 











Toilet Sets 


of three pieces, mirror, brush 
and comb, sterling silver, 
silver-plated or china-backed, 
make most acceptable Christ- 
mas gifts—useful, ornamen- 
tal and pleasing. 
_The  season’s newest de- 
signs, $4 to $16. 
H. U. SEAMAN CO. 
Watchmakers—Jewelers. 
52 South Main Street, 
Cat-a-Corner from the Court 
ouse. 
Washington, Pa. 














With a Glenwood Range 
from now until Thanksgiv- 
ing day. 

ch purchaser of a Glen- 
wood Range will receive a 
fine turkey free of charge. 
This offer is made to prove 
the baking and coal saving 
qualities of these famous 
ranges. 

lenwood Ranges___will 
make your cooking éasy, 
your meat juicy, your pie 
crust flaky, your cookies 
crisp and your bread light. 


A. A. FRENCH, 
155 Market Street, 
Lynn, Mass, 
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and a. business is not ouilt up by adver- 


tising in papers of small circulation. 


@If you want to reach the largest number of people at a minimum 
cost, put your ad. in 


LANE’S LIST 


The Original Mail Order Papers 


@ The five papers known as LANE’S LIST have a combined circu- 
lation of 710,000 copies a month. 


@ Your ad. can go in a// five papers for one rate. 


@LANE'S LIST goes enurely to country people —those who buy 
by mail. 


@ Write for sample copies and rates to 


LANE’S LIST, Inc. 
Augusta, Maine 


New York Chicago 
707 Temple Court 1635 Marquette Building 











